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Here it ts at last... the new 


OR YEARS enthusiastic Kyanize dealers 
have been urging us to manufacture a 
house paint that would match the fast-selling 
Kyanize varnishes and enamels. unquestion- 


ably supreme in their field. 


Now, after years of test and experiment. 
in response to this ever-increasing demand. 
Kyanize announces the perfection of its new 
Kyanize Super-service Paint—a mixed paint 
guaranteed to give the same universal satis- 
faction on all outside surfaces that Kyanize 
varnishes and enamels have for years been 


giving on all interior work. 


This is the paint that dealers and custom- 
ers have been waiting for. It is a master 
paint—inexpensive, weatherproof, and of in- 


comparable beauty and endurance. 


Send for our Paint Style Manual. And 
ask for particulars on the sales plan for 


Kyanize Super-Service Paints. 


BOSTON VARNISH 





Kyan1Ze 
SUPER-SERVICE 
PAINT! 





COMPANY 


EVERETT Srta., Boston, Mass. 


Chicago Warehouse and Office: 


1524 S. Western Avenue. 
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POWER MOWER 


MODELS 


Model 25 — Eclipse Power Mow- 
er. 25 inch cut. Heavy duty for 
large acreages. Briggs & Stratton 
extra size motor. Oversize chain, 
sprockets and blades for long 
service. A quality and price ap- 
peal that means sales. 


Model 21 — Eclipse Power Mow- 
er. 25 inch cut. Heavy Duty 
Cemetery Type. Extra power for 
continuous service. Briggs & 
Stratton Engine. A fast, easy to 
operate Mower at a reasonable 
price. 


Model 20 — Eclipse Power Mow- 
er. 20 inch cut. Briggs & Stratton 
4-cycle, easy starting, trouble- 
proof Engine. Long life, simple 
— easy to care for. Popular 
priced to meet any Power Mower 
competition. 





The Eclipse Model H Ball Bearing. 
Hand lever bar adjustment — no tools. 
Patented self-sharpening device. Stand- 
ard sizes — a Mower that cuts long, 
heavy grass clean and easy. A sales 
leader. 





ANNOUNCES 


A COMPLETE LINE 
OF POWER MOWERS 


The motorized age now steps into the hardware store in earnest. 
A new source of increased volume and increased profits is un- 
folded. An Eclipse is ready. A complete line of Power Mowers 
places the hardware merchant in‘a position to grasp the money 
making opportunity that beckons. Home owners, Parks, Ceme- 
teries, Schools and Colleges are waiting to be sold. This Powcr 
Mower business is yours, if you want it. 


















ADVANCED LINE 
OF HAND MOWERS 


Again for 1931 Eclipse offers improvements and selling features 
found in no other Hand Mowers. The home owner is becoming 
mower wise — they demand convenience, such as the Exclusive 
Eclipse hand lever bar adjustment — they expect performance 
and are willing to pay for it. To sell genuine Eclipse Mowers is 
to sell complete Mower satisfaction. 


ECLIPSE MACHINE CO. 


31 MAIN STREET, PROPHETSTOWN, ILL. 
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SIMONDS 


on January 5, 1931 


REDUCED 
PRICES 
10% 


on Crescent Ground 
Cross-cut 


SAWS > 


THROUGHOUT THE UNITED STATES 


Dealers are urged to check up Seon cut 
stock now and place orders with Jobbers for 
Spring requirements of Crescent Ground Saws 


Simonds Saw and Steel Co. 


“The Saw Makers” 
ESTABLISHED 1832—FITCHBURG, MASS. 
Chicago, IIl. New York City Atlanta, Ga. San Francisco, Calif. 
Boston, Mass. New Orleans, La. London, England Los Angeles, Calif. 


Detroit, Mich. Memphis, Tenn. Portland, Ore. Seattle, Wash. 
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Flere’s the NEW 





International | 
Six-Speed Special 







Body Types 
for all 
Requirements 


/ 


Dasee(5\ 









” The International Type C panel 
body for the Six-Speed Special is 
available in 8 or 9-foot lengths 





The new 136-in. wheelbuce Six-Speed Special with standard stake body 8 ft. long by 6 ft. wide, with 36-in. stakes 


OW we round out the new line of 
International Trucks by announcing 
the new “Six-Speed Special.” 

Have you seen the celebrated “Six- 
Speed Special“ going through its paces? 
This is the truck that gave the hauling 
world something entirely new in perform- 
ance. If is the original heavy-duty speed 
truck with six forward speeds and two 
reverse speeds. It has a remarkable 2- 
speed axle through which its driver gets 
generous speed instantly on the hard 
road, or changes instantly to tremendous 
pulling power on any kind of tough going. 

The original “Six-Speed Special” was 
sold everywhere. You can see these sturdy 





1931 Edition— Ready to GO! 


NOW we offer the handsome new moder, 
retaining all the famous “Six - Speed 
Special” features—an even better truck 
in every way. Increased power, 134-ton 
rating; smoother operation and han- 
dling; greater comfort for the driver; 
improvements throughout making for 
sturdiness and long life; and the hand- 
some design of hood, radiator, and body 
that characterizes all the modeis in the 
new International line. 

Come and watch this new “Six-Speed 
Special” perform. You'll admire its trim 
lines and speed on the delivery route. 
Its unequaled work on the heavy grade 


(back of driver's seat 










The Type C body is also available 
with screen sides, as shown in this 
illustration, or with glass sides. . 


The Six-Speed Special with 60- 
bushel grain box. This body is 
quickly convertible into a flat bed 
or into a roomy stock rack. 





will amaze you and its 
economy is sure to please 
you. Any International 
Harvester branch or 
dealer will demonstrate 
the new’ Six-Speed Spe- 
cial“—at your con- 


trucks working on steep BRIEF PACTS 
hills, through mud and — wWheeibose: 136 inches. 
gumbo, in heavy tim- —Roted Capacity: 144 tons. 
. . Engine: Powerful and unusually economical. 
ber operations, m farm Clutch: Single dry-plate. 
fields in the roadless oil Transmission: 3 speeds forward, | reverse. 
” 
fields, in and out of ex- Final Drive: Spiral bevel gear of the 2-speed 
cavations and speed- 







7“ 


“©€ é; aL Ce) 







type, providing, with the transmission speeds, 
6 speeds forward and 2 reverse. 








ing along the highways —SPrinds: Semi-eit religng “venience and without Dump bodies of 1% yards capoc- 
everywhere. Brakes: 4-wheel mechanical. obligation. ity are available in many styles 
for the Six-Speed Special. 
INTERNATIONAL HARVESTER COMPANY oe 
606 So. Michigan Ave. OF AMERICA Chicago, Illinois oy 77 : oe : 


INTERNATIONAL TRUCKS 
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Exactness in our methods 
is essential to serve the 
needs of our customers. 
From raw material to fin- 
ished product, we take 
nothing for granted. The 
first step is a check for size 
—the last examination cov- 
ers size, strength, fit, finish. 





Cold Blood and Enthusiasm 


“BUY in cold blood—sell with enthusiasm.” That-is the wise counsel of 
a prominent merchandiser. Leading jobbers and dealers choose EMPIRE 
Bolts and Nuts after coolly appraising all factors that make for steady, 
profitable resale. That means unquestioned quality, years. of advertising, 
and never-failing acceptance by customers. You can sell with enthusiasm 
a product that has such factors of leadership as quality, popular accep- 
tance and profit. Prompt shipment to aid your stock control require- 
ments. Inquiries welcomed by any R-B-W sales office. 

RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia, Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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This is the Garden Hose that 
INCREASED ITS 


Your customers know it by 
its GOLD wrapper... even if 
you have other hose in stock 
you ll want enough Goodrich 
Maxecon to meet demand... 











RE you making plans now for 

better business, more profits, 

next spring and summer—plans to 

take advantage of every possible 
sales help? 

With business hard to get, com- 
petition fierce, isn’t it a relief to 
have one item that’s actually 
easter to sell than ever before? 


Goodrich Maxecon—the 
hose that sells on sight 


Do you know that sales of Good- 
rich Maxecon hose increased by 
more than 40 per cent last year? 
Dealers who carried it increased 
their sales! And they pleased their 
customers—for everyone who pur- 
chased Goodrich Maxecon left the 
store feeling that he had received 
top value for his money. 

The famous GOLD wrapper is 
already widely known asa symbol 
of finest quality, utmost reliabil- 


ity, in garden hose. Now this best 
known, most strongly advertised, 
of all garden hose becomes even 
better known. 

Next spring every reader of 
“Better Homes and Gardens’ will 
be familiar with the GOLD wrap- 
per. [hey’llseeit reproduced in the 
magazine by gold printing.““Better 
Homes and Gardens,” you know, 
has the greatest circulation of any 
monthly non-fiction magazine— 
nearly half as great as the largest 
of the fiction magazines. Folks buy 
it not for entertainment, but for 
practical help in home manage- 
ment, especially gardening. No 
other group numbers so many likely 
customers for garden hose, gar- 
dening tools, in fact every item of 
hardware goods. This is the mag- 
azine that helped boost Maxecon 
sales 40% last year. Let it work 
for you this season. Stock and dis- 
play Goodrich Maxecon Garden 
Hose. 


THE ILLUSTRATION AT THE LEFT shows a series of handbills in the Goodrich merchandising 
plan. Every dealer who has ever advertised will quickly recognize their great practical value. They 
advertise your store as a whole; its entire stock... more than they advertise hose. And their cost is 
only $1.90 per thousand—which, for most dealers, is less than the cost of printing alone. 


GoopRICcH 
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SALES 140% IN 1930.’ 









A Spring 
Merchandising Plan 


Our advertising, your displays, will 
sell Maxecon tothe folks whocome 
to your store. But don’t wait for 
sales to come to you. Go after 
them. We cooperate by furnishing 
aseriesofsales- building postcards 
and dealer helps at less than cost. 
This new Goodrich program pro- 
vides a most practical means of 
advertising not only garden hose 
but your entire stock of gardening 
supplies and hardware in general. 
For samples of these merchandis- 
ing helps, drop us a postcard or 
mail the coupon. 

Why not make sure now that 
you'll have this hose next spring? 

Mail the coupon and we'll 
gladly see that it’s called to your 
attention. 


“,.. in the GOLD wrapper”—this famous Goodrich package has become 
widely known as a symbol of quality in garden hose. No hose has ever before 
been so well-known, no hose has ever been so strongly advertised. 
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In new spring advertising, the wrap- 
ber of the hose, the frame of the pic- 
ture, are printed in GOLD ink. 
Readers will remember this unique 
package. Dealers who display it will 
get exceptional results 








Tue B. F. Goopricu Russer Co., Akron, Onto 


I am interested in Goodrich Maxecon Garden Hose. 
Please have your distributor call it to my attention. 


If you prefer to order through some particular jobber, 
write his name and address in the space below. 








MIAXECON GARDEN Hose 
office Another B. F. Goodrich Product 
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Built To Stand 
Hard Use —~ 


ROP FORGED BITS, properly 
hardened give great strength 
where it is most needed. The 

hard, tough qualities of hard 
maple give the handles extreme 
durability. The method of assem- 
bly makes it impossible for the 
parts to come loose. Finish of 
handles prevents them from be- 
coming either grease or water 
soaked. 


Screwdriver users will find this 
to be a tool that will do the job 
right and. keep on doing it for a 
long time. 


Complete Range of 
Styles and Sizes 


Six types, thirty-four sizes, in detail, 
as follows: — K101%, “midget” type. 
1%" blade K201%, same, with rod 
thru handle. K302 to K312, for ordi- 
nary use. Blades from 2 to 12 inches. 
K402 to K412, ditto, with rod extend- 
ing clear thru handle. K502% to 
K512 %, slender rod type for fine cabi- 
net work. 2% to 12% inch blades. 


K602 to K612. Heavy duty style, 
with square rods that extend thru 
handle. 2 to 12 inch blades. 


Display 


The display shown at the right will 
accommodate all styles of Crescent 
Screwdrivers except the“midget” types. 
It is 8 4x11 inches in size and is equally 
useful for window or counter display. 
Your jobber will furnish complete 
information. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 





Check Them Over 


I Ribs cut into-the handle give good 
grip and won’t hurt the hands. 


2 Natural finish handles distinguish 
Crescent Screwdrivers from others 
and show quality of wood. 


Handle shaped to fit the hand com- 
fortably. Crescent Screwdrivers can 
be used for long periods without 
tiring the hands. 


Raised ribs in shank bite firmly 
into both handle and ferrule, mak- 
ing turning or loosening of either 
an impossibility. 


Handle turned out of solid hard 
maple and firmly driven into fer- 
rule. Cannot split or chip. Only 
straight grained wood used. 


6 Ferrule turned out of solid bar of 
steel. Cannot loosen or spread out 
of shape like a pressed ferrule. 
Handle seated in ferrule similar to 
socket on firmer chisel. 


Ferrule knurled to assist in spin- 
ning screws into place. 


Ferrule forced onto shank under 
heavy pressure. Cannot turn or 
pull off. 


Shank hardened full length. Will 
not bend under ordinary strains. 


_ 10 Sharp, clean point. Does not tend 
r to slip out of screw slots. Points are 
of a proper thickness to correspond 
with American Screw Standards. 


Sold under the Crescent Guarantee 
of Satisfaction or Money Back. 
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LAMINATED STEEL 


for Strength 


and the security of a high-priced lock 





will retail for... SOc 


The New Slaymaker Laminated Padlock 
No. 10 (Patents Pending) offers to the 
trade a popular price lock with the 
security, strength and durability usually 
looked for only in those selling 


A Solid Die-Cast 


Padlock... 


with this AUTOMATIC FEATURE 


LENO LOGE EGMGEEELLER LIME EIS: Ae Lt 


will retail for... $00 
The Slaymaker Automatic Padlock 
No. 20 (Patents Pending) contains all 
the safety and durability features 
of other high grade locks, which 
must be sold for more money. In 





at a higher price. It is made 
of laminated steel plates, with 
case hardened round rod 
shackle, file proof and saw 
proof. The locking mechanism 
permits many key changes. 
Nickel silver keys coined and 
slotted, of cylinder type. 


CADMIUM PLATED 


The new Cadmium plating 
gives a permanent and attractive 








addition it offers the greater 
convenience of the new Auto- 
matic locking feature. A turn of 
the shackle to the locking posi- 
tion, and the.spring-cam action 
automatically closes and locks. 
Disc tumbler mechanism, pro- 
vides for endless key changes. 


5 
14 Dozen in Display Carton 
Both of these New Slaymaker locks Cc H ROM j UM PLATE D 
are packed individually in neat 
boxes, only six to the counter dis- 
play carton, shown above. A small 
investment which turns fast. 
ORDER FROM YOUR JOBBER 


The new Chromium plating gives it 
en attractive and durable finish 
whichwill help to make itafastseller. 








finish, that resists corrosion. 


SLAYMAKER 


LOCK COMPANY » Since 1888 « LANCASTER, PENNA. 
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To Help the Unemployed 


in the Hardware Industry 


HARDWARE AGE will accept and publish Positions Wanted 
Advertisements free of charge. 


This offer is made only to those of the hardware fraternity 
who are not employed at present and who desire positions 
in a hardware store, wholesale or retail, or with a hardware 
manufacturer. 


None but truthful, honest-to-goodness advertisements from 
those actually out of work will be accepted free. Changes in 
positions will not fall in this category. 


The advertisements accepted will be inserted in two con- 
secutive weekly issues. Fifty words will be allowed each ad- 
vertiser, including seven words for the address, which may be 
your own home address or a box number. We will forward all 
replies which we receive to the advertisements. 


Hardware men and women needing positions are cordially 
invited to take advantage of this service which will be con- 
tinued as long as conditions warrant. 


Address your letters to the Classified Department of: 


HARDWARE AGE 


239 West 39th St. New York City 
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Pumps, Water Systems, 














The Biggest 
Name in 


ATER 
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IZE alone is no assurance of merit. The MYERS 
factory—largest of its kind in the country. 
The MYERS line of Pumps and Water Systems— 
most complete offered by any manufacturer. These 
things bulk small—when placed beside the MYERS 
reputation for producing goods of utmost reliability. 
More than half a century of devotion to the highest 
manufacturing standards. A fixed resolve—ever 
since the first MYERS Pump was built in 1870—to 
furnish water users with absolutely dependable 
equipment. THAT is the vibrant force which has 
made MYERS the biggest name in water. 
Hand and Power Pumps for domestic and 
industrial use; complete Water Systems 
for either deep or shallow wells; Spray 
Pumps for every variety of service— 
MYERS makes them in all needed sizes 
and capacities. And the MYERS name 
guarantees their quality. 


Write for catalog. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 








“Pump Builders Since 1870” 
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Hay Tools, Door Hangers 
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Rich Beauty » that other 
metals cannot match .. . 


Brilliant, lustrous highlights ... rich, soft shades... Only Stain- 
less Steel possesses that deep, modern beauty of sharp contrasts so 
sought for by the housewife of today. 

On the counter or in the window, a “Stainless” product capti- 
vates buying eyes... It’s new, interesting . . . It’s in harmony with 
the mode of progressive, up-to-the-minute minds. . . it means free- 
dom from the slavery of endless polishing, and is a low priced 
luxury which customers say they can well afford to enjoy. 

Watch your stock of Cutlery, Scissors, Squares, Rules, Tapes, 
Hammers, Golf Clubs, Building Hardware, Kit Tools, Screws, 
Skates, Nails, Bolts and Nuts... It moves faster if it’s “Stainless” 
... Write for our booklet “Stainless in the Home”... Here’s a 
market guide. 


Genuine Stainless Steel is manufactured only under the patents of 
AMERICAN STAINLESS STEEL COMPANY 
Commonwealth Building, Pittsburgh, Pennsylvania. 


STAINLESS 


STAINLESS 
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Some Real Dope 


E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


The truism “In time of peace, prepare for war” is no more true than 
“In time of war, prepare for peace”—or “In time of depression, prepare for better busi- 
ness.” Each saying is true—each is sound advice. 


To prepare for better business, we must first keep ourselves 
liquid. We must eliminate from our stocks all but salable goods— 
we must cater to the immediate needs of our customers—we must 
whittle our overhead down to the bone in order to fit our prices to 

fy the customer’s pocketbook, and still make a profit—waste of any 
N.S kind cannot be tolerated. We all should agree to these facts. 





Sasi NS To-day, sound necessity items represent the 
SS - major proportion of all business being done. 
They sell readily—there is no risk in stocking them—they should 
form the backbone of your business for many months to come. 
We must do business, but it must be done safely. 


May I call your attention to the fact that Clover Grinding 
Compound and’ Clover Color-Stripe Abrasive Papers and Cloths 
are not alone necessity items, but also staples of national standing? 





There is lots of business to be had on these items, if you will go after it. The margin 
of profit is high—the goods standard—we both need the business. 


And, then, we have some ingenious ways of helping make sales. Won’t you let me 
place my selling experience at your disposal ? ‘ 


You know the saying, ‘““Two heads * * * .” 


E. B. GALLAHER: 


Clover Grinding Compounds | Clover Mfg. Co., Norwalk, Conn. 


. Send Samples : 
Clover Color-Stripe Abrasive Papers and Cloths 





Clover Compound (Grease-Mixed) _ 
Clover Water-Mixed Compound 
BOTH REPRESENT FULL VALUES NE, Le ; 
Clover Flint Sandpaper 
BOTH CARRY FULL PROFITS | Clover Turkish Emery Cloth 


They Cost You Nothing to Try | Clover Aluminous Oxide Cloth 


| 
Name 


| Address 





CLOVER MEG. CO. Norwalk, Conn. | ——__ 
| of Business 
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STANDARD 
For 75 Years 











# y E, " KIMBALL 
ELEVATORS 

Rugged, compact 

and efficient, these 

LADDERS light Electrics 


come with frames 


sawed, drilled and 
fitted ready to in- 





are not ordinary lad- 
ders. They are un- 
usually well designed 
to place the strength 
where the _ stresses 


stall—low initial 
cost and low up- 
keep. 


Tell us the task 
you wish it to 
perform and we 





and strains come and will give data 


for easy handling. on machine you 
require. 


Better goods mean 


better business. KIMBALL ELEVATORS 


STIMULATE YOUR KIMBALL BROS. CO. 


TRADE by selling 
Tilley Ladders and 1205-19 Ninth St. Council Bluffs, Ia. 
SAA 


Scaffolding. 











Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 


4 > 
Window Cleaner’s : The X-tra quality that is 
Ladders _ built INTO Indiana Shovels, 


the exceptionally tough, wear- 
Trestles resisting steel (a product of 


Extension Trestles our own mills), an@ handles | 
: made of the best ash obtain- 
Extension Planks "| able, explain why these pop- 
i : ular shovels sell so well and 
Toothpick Stages satisfy so thoroughly. 
Swing Stage 


Platforms 
Scaffolding 4 The Ingersoll Steel & , 


Interior Dise Co. 
Successor to 


Scaffolding The Indiana Rolling Mill Co. 
Adjustable Jacks Newcastle, Indiana 
Etc. 


Ask Your Jobber. 











SAFE STURDY RELIABLE 
(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 
Watervliet, New York 
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Now is the time to stock 
Cambria Fence and Bethlehem 
Steel Fence Posts 


Now is the time to stock 
quality products such as Cam- 
bria Fence and Bethlehem Steel 
Fence Posts. During the next 
few months there will be a large 
market for these products, and 
by stocking early you will have 
sufficient time to familiarize 
your trade with their advan- 
tages and economies. 


Cambria Fence and Bethle- 
hem Steel Fence Posts are pro- 
duced in a department devoted 
solely to their manufacture. 
Good steel is used and they con- 
form in every respect to the 
high standard of quality for 
which Bethlehem products are 
noted. They pass critical in- 
spections under the eyes of 
metallurgists who are held re- 
sponsible for their uniformly 


high qualitty. 


A Strong, 
Flexible Fence 





Cambria Fence is a hinge- 
joint, cut-stay standard field 
fence. It is made of full-gauge 
wire, heavily galvanized by a 
special method that prevents 
cracking, flaking and peeling. 
The Flexo Joint and the Ten- 
sion Curve give it resilience, 
strength and flexibility, so that 
it may be tightly stretched and 
still retain its shape and ser- 
viceability. 

Strong, Durable Fence Posts 

Bethlehem Steel Fence Posts are 
unusually strong and durable, and 


may be depended upon to give many 
years of service. 


These posts are made of high- 
quality rail steel, and are produced 


in angle and tee sections, in both 
punched and _ self-fastener types. 


Bethlehem Steel Fence Posts greatly ,; ‘ 
simplify the erection of the fence, | 


and may be used again and again. 
We recommend their use with 
Cambria Fence. 


Studded Omega “U” Fence 
Posts 


Here is a post of double strength. 
The Omega or “U”—shaped section 
runs throughout its entire length. 
Seven wire clips are supplied to lock 
the fence wires securely to the post. 
High-quality rail steel is used in 
Studded Omega “U” Fence Posts. 





Bethlehem Studded 
Steel Fence Omega “U” 
Posts, Fence 

Angle and Post 
Tee —. lag 


Sections 





Other Bethlehem Wire Produets 


Other Bethlehem products of in- 
terest to the Hardware Dealer include: 
Wire and Rods, all styles of Barbed 
Wire, Nails, Staples and Bale Ties. 


Literature 


Write for our new Catalog 8-D, 
describing Cambria Fence and other 
wire products, and Bethlehem Steel 
Fence Posts, and Folder 227, describ- 
ing Studded Omega “U” Fence Posts. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, 

Baltimore, Washington, Atlanta. Pittsburgh, 

Buffalo, Cleveland, Ne ay Detroit, Chicago, 
t. uls 


Pacific Coast Distributor: Pacific Coast Steel 
Corporation, San Francisco, Los Angeles, Port- 
land, Seattle, Honolulu. 


Erport Distributor: Bethlehem Steel Pxport 
Corporation, 25 Broadway, New York City. 


BETHLEHEM 
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Complete Distributor-Dealer Hook-up 
To Make Your Bolt and Nut 
Business More Profitable 


Small unit packing—complete range of standard 
sizes— available direct from your distributor on 
short notice. This plan works perfectly with the idea 
of limited inventory and quick turnover. Keep your 
capital earning liberal dividends by concentrating 
on the Neely line. 

Ask your distributor's satesman for complete 

information and prices. If he cannot supply 

you, write to us direct. 


Order from 
Your Distributor 


(@) _ NUT &BOLT CO. 
PITTSBURGH, PA. 


BOLTS ~ NUTS 7 RIVETS RODS UPSET FORGINGS 











RINGCO BRAND 
CHROMIUM FINISH BATH ROOM FIXTURES 


4 
; id 


No. 3168 


Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our en- 


tire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 


WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 
EYELETS—GROMMETS 
170 q 
Samii a. * FERRULES—BRASS CASTINGS 
¥ erem St. UPHOLSTERER’S NAILS 
CHICAGO 29 E. Madison St. FURNITURE HARDWARE 
SAN FRANCISCO 116 New Montgomery St. SPECIAL BRASS GOODS TO ORDER 
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Bronze 
Screen Wire] Screen Wire 


BRIGHT Reg. Grade (12x13) Galvanized Before § Galvanized Before Galvanized LIGHT 
also 14-16-18-20 Steel Wire 14-16-18 Mesh 


an and and 
ROMAN 24 & 30 Mesh-also § Galvanized After § Galvanized After Cloth DARK 
148 16 Mesh = fiEx. Hey 14 Mesh Only Weavi Weavi in all grades 14-16 Mesh 


of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America’s Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


PREFERENCE Continued preference with experienced buyers everywhere, and the increasing number 
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It’s as Easy to Sell a 
BETTER Brush 


if you explain 
its true economy 
in results! 


In painting as in everything else, you can’t get some- 
thing for nothing. Your customer forgets this ancient 
truth when he asks you for cheap paint or a cheap 
brush. He just hopes he can do a first-rate job with 
third-rate tools. 


What about the value of the surface to be painted? 
Surely if it is worth painting at all it is worth painting 
well, and every good painter knows that to do a good 
painting job a quality brush is just as important as 
quality paint. 

In brushes, “Rubberset” and “Quality” are synonymous 
terms. Your customers all know the famous Rubberset 
name. They know that it means 43 years of specializa- 
tion in quality brush manufacture . . . means bristles 
everlastingly gripped in hard rubber . . . means if the 


brush doesn’t make good, RUBBERSET will. 


 RUBBERSET brushes take care of every painting and 
varnishing need . . . and of your need for a fair profit. 





How the Better Brush Proves Its Worth— 


6 It produces a more 
uniform paint film and 
more uniform color. 


It reduces the chances 
of spattering and 
streaking. 
§ It makes sharper edges 
and cleaner over-laps. 
Q It lasts longer than sev- 
eral cheap brushes. 
10 _ It’s easier to clean and 
keep in good workable 
condition. 


It makes any paint or 
varnish job look bet- 
ter, even when done by 
an amateur. q 


It makes painting 
easier. 

It saves both paint and 
time. 

It produces a more ad- 
hesive, durable coat. 


It won’t shed its 
bristles. 


Better RESULTS justify the better BRUSH 








/. 7] Ng 
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ALL-PURPOSE .. . 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR -FACTORY 


Reduces Stock and Satisfies a Varied Demand 
QUALITY—PRICE—PROFIT 


Recommend Them 


Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
nae COMPANY 
ersey City, 





RUBBERSET 


Trade Mark 


PAINT AND VARNISH BRUSHES 
“The World’s Standard” 


RUBBERSET COMPANY, NEWARK, N. J 





Est. 1827 
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AS EASY AS ALL THAT? Yessir! For the magic man 
in the Double X can is a wonder-worker and no 
mistake! In one brisk swoop of the brush or mop 
Double X not only removes every trace of var- 
nish, shellac, wax and dirt, but bleaches the sur- 
face slick and smooth, ready for refinishing. 


A 75c [pound] can of this double-action magic, 
a pail of boiling water, a brush or mop, a bit of 
steel wool—that’s all anyone needs to “spark 
up” 200 square feet. Moreover, Double X 
has nothing “up its sleeve.” Can’t hurt the 
hands or raise the grain or buckle the floor! 
And don’t forget that every sale of Double 
X means an unfinished floor [or other sur- 
face] which must be finished. This means, 
in turn, the sale of varnish, shellac, wax, 
brushes and other neat-profit items. 


To top it all, Double X is now backed 
by a nation-wide campaign of advertis- 
ing. Tie up and team up! Let your 
store become known as headquarters 
for this modern wonder-product that 
“makes varnish vanish” and makes 
customers come back for more. 
Schalk Chemical Co., 357 E. 2nd 

St., Los Angeles. Eastern Branch: 
3932 So. Lincoln Street, Chicago 


Nt 


DOUBLE X FLOOR CLEANE 





Floor Cleaner 
Pounte Ac r1oN Be 
X‘removes A 
X bleaches 
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Give Your Customers 


More for Their Money! 


S far as Paint and Varnish 

A Brushes are concerned, you 

can give more for the money 
without sacrifice of profit. 


Excelsior Paint and _ Varnish 
Brushes, because of our modern 
manufacturing methods, are low 
priced yet have that high quality 
you expect from expensive makes. 
Their bristles are the finest im- 
ported from China, free from dirt, 
set in vulcanized rubber. 


Offer your customers exceptional 
value by carrying Excelsior Paint 
and Varnish Brushes. 


TR See _, PAINT and 


+ XCELSIO > VARNISH 


MARK BRUSHES 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 


ASK YOUR JOBBER FOR PRICES 




















WOOSTER Dealers: ati re-' 


tailers having a representative stock of 
Wooster Brushes are entitled to a special 
deal of brush bargains to celebrate Wooster’s 
80 years of brushmaking progress. Ask 
your jobber or write us. 


The WOOSTER BRUSH CO. £ 
WOOSTER; OHIO . 
1851 








Women Keep 
TheHomeship-Shape 


with this new kind 
of wood 


“When we first bought Plastic Wood we thought 
of it as a product for men, but soon discovered 
that it had a great appeal to women in enabling 
them to keepthe home ship-shape. Consequent- 
ly, whenever a woman is buying tacks, nails, or 
small quantities of paint, we mention Plastic 
Wood, and have 
had splendid suc- 
cess with it in this 
way with the house- 
wives who trade 
with us. Your tubes 
are particularly suit- 
able for women.” 
Made by 

The A. S. BOYLE CO. 

Cincinnati, Ohio 

Carried by all 

wholesalers 





PLASTIC Woop PRODUCTS 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and ene og 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores ca ng hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish_ Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership List of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every manu- 
facturer's sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Eleventh Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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PROFIT IN THE PAINT DEPARTMENT 


ON 
Lithopone— Zinc Oxide paints 


PAINTS MA DE WIT cal sell your customers on the results 


of painting .. . they come back 


LITHOPONE AND ZINC OXIDE for more of the same kind to make 


other rooms as bright, clear, and 
cheerful. @ And they respect 
your judgment in giving them 
such paints ... and buy more 
with confidence. @ The reason is 
simple. You have Zinc Oxide, 
the essential paint pigment and 


Lithopone, the most used white 


ALBALITH Screr Kx: 
TERS ilwilhis yal Lomi) 4] i) = paint pigment, with all the good 


qualities of each packed into a 
single paint can... a perfect 
combination. The results ... 
BETTER COLOR, WHITER 
WHITE, LONGER WEAR 
AND GREATER COVERING 
POWER. q There's an interesting 


. 


sales story for customers in each 
one of these advantages. They're 
all told in the booklets “ Zinc 
Oxide sed Its Application to 
Paint” and “Lithopone ... The 


Most Used White Paint 







The 
NEW JERSEY 
ZINC 

COMPANY 


160 Front Street 
New York 





Pigment.” The coupon will bring 







you free copies. 4 a2 & & 











Send me the free booklets on Lithopone and Zinc Oxide 
in paint, 
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A KNOCKOUT... 
..- from the start! 


NTRODUCED less than two 
| years ago, now the recognized 
leader . . . champion of its class 
... that’s the record of “Big Fist”. 


Never before hasa shovelachieved 
such quick popularity. How? It 
didn’t just happen. “Big Fist” is 
the product of years of experi- 
ment and testing to develop a real 
tough, hard shovel that retailers 
could sell at a medium price. 


Today, “Big Fist” is unchallenged 
in its price class . . . second only 
to “Moly” (Wood’s world-famous 
Mo-lyb-den-um Steel Shovel).Con- 
sider these unmatched features: 


the BLADE .. . heat-treated, long 
wearing quality; the HANDLE 
. . . Wood’s no-split, no-warp 
“Moly-D”, that fits a man-sized 
fist; the STEP . . . Wood’s pat- 
ented turned-over design that 
not only saves feet and shoes but 
actually strengthens the blade. 
“Big Fist” is a knockout shovel 


value . ... a reputation - builder 
for your store. Ask your jobber. 


THE WOOD SHOVEL AND TOOL COMPANY 
iqua, Obio 


Wood's 
“BIG FIST” 


Shovels :-Spades : Scoops 


Toughest, | 
hardest 
shovel 

in its 
price class | 
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Just showing 


Allith 


means clinching the sale 








ALLITH “ELEVEN-EIGHTY” 


Garage Door 
Hardware 


When the demand is for folding-sliding 
garage door hardware — show Allith 
**11-80.”’ It’s a sale clincher and a profit. 
maker. Here is the hanger for installa- 
tions of 2-3-4-5 or 6-door openings—a 
quiet, swivel type, moving free and easy on 
tound track—will not jam, balk or jump 
the track. 


Get Allith Catalog and see ‘‘11-80” illus- 
trated in a wide range of uses. 


Make 1931 a banner year with Allith Products. 


Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
inges Door Hangers 
Airport Door Hardware Malleable ‘ree Washers 
Industrial Door Hardwar: Stadium ll Brackets 
Certified Malleable Iron Casting 
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The ABCs 
of Selling 


Wan the Atkins SILVER 
STEEL Saw People came to me 
and said, “Sam, you've spent a 
good many years selling hard- 
ware—we want you to put down 
on paper the secrets of your 
success,” I started figuring just 
what I could say. Well, here 


it is: 


In the first place business 
never came to any man who 
didn’t expect it and get ready 


for it! 


To make sales you Must 
make customers! And _ after 
making them you Must Keep 
them! 


To do that you must have the 
right sort of a product to sell. 
It must give QUALITY and VALUE 
and Service! 


And when you have that 
product to sell you Must know 
who, why, what and how! Who 
will buy it? Why will they 
buy? How will they use it? 
What will they get out of it? 


A good many years ago, when 
I first started selling hardware 
behind the counters of Frank 
Hornsby’s Hardware Store, I 


began learning about good 


tools. The first man I sold was 
myself, And then because I was 
sold on good tools I began 
studying Atkins Saws. I found 
out why they really were better. 
Then I began studying who 
could use them, why they should 
use them, how they should use 
them and what they would get 
out of using them. And when 
I found out those things I began 
being a salesman. 


I’m going to try and tell vou 
just how you can sell Atkins 
products. And in doing that 
I’ve got to cover pretty near ALL 
the essential facts of selling. My 
biggest hope is that Ill be able 
to pass on to a lot of other sales- 
men the thing I’ve learned in 
the highest priced school in the 
world—the school of experience. 


LS 


TV us is one of a series of practical sales talks by one of the country’s most 
successful hardware salesmen. Next week Sam Sayles will tell you why you 
should “Have a Plan.” If you will send us your name and business connection, 
we will send you this complete series of talks and enlist you as a.member of 
the Atkins SILVER STEEL Saw Club. Every good hardware salesman will 
find a wealth of selling suggestions in this series. Be sure you get it. 





No. 400 
Ship Point 


A SAW extraordinary in 
quality, workmanship and finish. 
Genuine SILVER STEEL 
Blade, holds sharp cutting teeth 
a long time. Five gauges taper 
ground, for easy clearance, will 
not bind. Murror finish. Solid 
Rosewoop handle, Perfection 
Pattern that prevents wrist 
strain. Nickelplated screws. 
Made in regular and ship pat- 
tern in skew back. 


The No. 400 saw is the Elite of 
the saw world. It is preferred by 
the critical artisan who _ pur- 
chases extra fine tools. 


No. 400 comes in 22, 24 and 26 
inch lengths. 


It will pay you a better profit to 
sell Atkins SILVER STEEL 
Saws because the user has faith 
in the Atkins’ name for quality 
at a fair price. 


There is a best in everything and 
in saws—it’s ATKINS. 


Why not ask us to send you “The 
Atkins Saw Book” and learn 
about a big market for these 
saws around your store? 
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Selling Out—On a 10-Year Basis 


a matter of customers: To a hardware merchant 
it is largely a matter of regular customers. 

It is almost impossible for a hardware dealer to 
prosper on transient trade alone. To be sure, the busi- 
ness of transient customers helps to swell volume and 
profit, but unless there is a backbone of steady business 
from regular customers, the hardware merchant is on 
the way out. Hardware,-in the main, is not a transient 
business. 

Then, too, a hardware merchant can soon sell himself 
out of business unless he constantly adds new cus- 
tomers to his list of “regulars.” Most hardware 
products last a long time; replacements are far less 
frequent than in the majority of trades. Meanwhile 
the natural customer turnover is the same as that of 
the grocer, druggist or clothier. No hardware store can 
exist very long if it merely holds its old customers. 
The old customers eventually die, and too often the 
business dies with them. 

We recently talked with a hardware merchant who 
said: “Six months ago I thought I had a well estab- 
lished business; now I have come to the conclusion that 
there is no such thing as an established hardware 
business.” Then he went on to tell how he had turned 
to his ledger of three years ago and selected, at random, 
the names-_of forty customers for analysis. This is 
what he discovered: Eight of the forty had died; nine 
had moved away from his trade territory; eight had 
transferred their trade to other stores. Only fifteen of 
the original forty remained on his active customer list. 

Next he compiled a list of new customers, and found 
that it was not as great in proportion as that of his 
lost customers. After several months of investigation, 
he came to the conclusion that this condition was due 


Pre mater ot to any retail merchant is largely 





largely to the fact that his sales force was not catering 
to children. When these children grew into the cus- 
tomer class they became customers of his competitors. 

One of the greatest mistakes any merchant or retail 
salesman can make is slighting the children who come 
into the store. The freckle-faced youngster may seem 
a nuisance at times, but in his own home he rates high. 
His childish boosting brings patronage to the store he 
likes, while his knocks breed trouble for the merchant 
and a shortage of sales. 

Incidentally the youngster of today when he enters a 
store does not want to be treated as a child. He wants 
the same treatment that is accorded to any adult cus- 
tomer. He likes to hear the merchant or salesman say: 
“Good morning, Henry,” or even “Good morning, sir.” 
He appreciates undivided attention and a careful ex- 
planation of the goods shown. He hates to wait, and 
he keenly resents having his presence ignored. Also he 
sees and understands much more than he is given 
credit for. 

Never vent your grouch on a youngster; his mem- 
ory is “long” and he will get back at you in time—with 
interest. When a boy enters your store, treat him as 
aman. Give him the same consideration, the same 
friendly interest, the same patience, and the same 
salesmanship you would give to your best customer. He 
may not be a direct customer for many of the items 
you carry, but he is one of the best indirect customers 
you have. In a few short years he will be buying hard- 
ware on his own account, and in his choice of stores he 
will be influenced by the treatment he received as a boy. 

Will he be your customer, to fill the gap occasioned 
by the passing of some old “regular”? We hope so. 

The hardware merchant who does not cater to the 
children of his community is merely “selling out” on a 
ten-year basis. 
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McKinney Policies 
There is a decided trend 
among progressive whole- 
salers and retailers to 
study a manufacturer’ s 
policy as well as his 
product. McKinney 
welcomes such in- 
quiries. It is the 
modern way of 
doing business 
McKinney poli- 
cies are so 
clear-cut that 
they can be pre- 
sented in black 
and white in this 
small space. First, 
McKinney _ products 
are not sold to chain- 
stores or mail-order 
houses. Second, develop- 
ment work is concentrated 
on the perfection of spe- 
cialties that will remove the 
legitimate hardware trade 
from profitless competition. 


CP Aabicn ny | 


President 


Buy 
from your 


Jobber 


McKINNEY 


HARDWARE 
for Builders 


j 


McKinney “Forged Iron” 
increased the hardware 
market 











Like a bolt from the blue several years ago, Mc- 
Kinney Forged Iron Hardware produced a mer- 
chandising miracle. Instantly this product made 
three hinge straps sell where only one entrance 
set sold before. In the old days an entrance door 
received the standard trim of three butts and a 
lock set. Today the same door is graced with 
the added beauty of decorative forged iron 
hinge straps, knocker and handle set. This 
now famous line of authentic hardware 
brought new beauty to buildings and new 
business to merchants everywhere. Some 
observers felt at the time much as they 
felt about radio ten years ago. They be- 
lieved the tremendous demand was a passing 
fashion. But like radio, McKinney Forged 
Iron Hardware has made a permanent place 
for itself in American homes. . . . The public 
always responds to beauty! You will find a full 
and adequate display of McKinney Forged Iron 
products an excellent investment. Your customers 
are willing and anxious to double and triple their 
hardware expenditures to secure the fuller beauty 
and value of Forged Iron Hardware by McKinney. 
. . McKinney Manufacturing Company, Pittsburgh, 
Pennsylvania. 


HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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| Feeinetrations 
and Advertising 


AINT demonstrations and 
P personal advertising are the 

chief factors in the develop- 
ment of the large paint business 
which has been built up in the 
Bellevue, Pa., store of the Samuel 
McKnight Hardware Co. This 
store, which was recently moved 
into new quarters. practically 
double the former space, was de- 
scribed in HARDWARE AGE of Nov. 
20, 1930, page 42. 


While it is believed that the 
paint business of this store is still 
in its infancy and can be expanded 
materially in the new quarters, 
recent success can be attributed 
principally to a continued empha- 
sis on the individual customer, 
most of whom are women. Adver- 
tising has not been dispensed 
with, as weekly items are inserted 
in the local community paper 
which bring good results. How- 
ever, this store is conducted on 
the theory that the recommenda- 


By JOHN A. WATSON 


Manager, Samuel McKnight Hardware Co. 
Bellevue, Pa. 


tions of satisfied customers are 
the best possible advertising a 
dealer can obtain, and, in some 
respects the cheapest. When Mrs. 
Jones comes into the store upon 
the advice of Mrs. Brown, who has 
just made her last year’s porch 
furniture look positively new with 
McKnight’s quick-drying enamel, 
the sale has practically been made. 
It is also worthy of mention that 
the name of the retailer and not 
the manufacturer. is always 
stressed in business of this sort. 


In a suburban community such 
as that served by the McKnight 
store, quick-drying enamel is the 
most valuable retail paint product. 
It has helped make more friends 
for the store and developed more 
new customers. than any paint 
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item manufactured. Whether the 
enamel is required for a bathroom 
stool or a complete set of porch 
or bedroom furniture the same at- 
tention is given to the customer 
and a trial application almost al- 
ways results in additional sales in 
the future. 


Frequent paint demonstrations 
also help to increase paint sales. 
These are announced in the local 
paper and nearly always bring a 
number of new faces into the store 
which can usually be developed 
into customers. The arrangement 
and display facilities of the store 
are also such that those who come 
for the paint demonstrations quite 
often notice other articles which 
they need. 


Stocks carried in the Bellevue 
store are not excessively large, 
but considerable care is taken in 
determining the colors in most de- 
mand each season and turnover is 
fairly rapid in the busy seasons. 
The paint business in Bellevue is 
now larger than that in the com- 
pany’s main store in North Side, 
Pittsburgh, indicating that buyers 
of paint are quick to take advan- 
tage of a convenient location in a 
suburban shopping center. The 
stress placed upon female trade 
has also been worth while and has 
proved that miscellaneous paint 
needs are largely taken care of by 
the feminine shopper. 
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Albert Woodruff Gray in this 
article dissipates the antiquated 
idea that the employer must 
“‘put the fear of God”’ into the 
minds of his employees. On 
the other hand he shows the 
costly folly of employers who 
fail to get the greatest efficiency 
from confident men and women 
who are unhampered by the 
ever-present bugbear of losing 
their jobs. 


This author suggests the 
means whereby this desirable 
condition of mind on the part 
of the employee may be at- 
tained. 


If the destructive fear of the 
loss of position or reduction of 
salary is removed as much as it 


can practically be removed, effi- 


Here is the story: 


AGES paid to employees are seldom, if 

ever, considered by the ordinary business 

man as an investment but rather as a 

more or less necessary evil attendant upon 
the operation of a store or other organization. The 
failure of a clerk to perform the duties assigned to 
him is too often charged to the employee. In the great 
majority of cases the lack of attention to business and 
of satisfactory accomplishment is due, not to careless- 
ness or indolence but to the conditions under which the 
employee is working. 


One of the large banking houses in New York City 
concluded it was receiving an inadequate return from 
its payroll expenditures. The recommendation of the 
committee that was appointed to consider the situation 
was, that if the employees of the bank could work with- 
out the constant fear of losing their positions their 
efficiency would be doubled. The man who sees noth- 
ing except his job standing between him and homeless 
want is poorly fitted to give to the performance of his 
work his undivided attention. The man, on the other 
hand, who is sure of his position and the confidence of 


ciency will be proportionately 
increased. 


his employer, would have no occasion to consider the 
loss of employment or any other harmful circumstance. 


It is true that the lack of a proper interest in the 
work rests with the employee but back of that is the 
big factor of the attitude of the employer. No em- 
ployer who holds over his workmen the threat of dis- 
charge deserves to have an adequate return from his 
pay roll expenditures. When the thought and attention 
of a laborer are intent on the work to be done and not 
directed to whether or not he will be searching on the 
following day for another place from which he can 
earn enough to support his wife and children, 100 per 
cent of his attention will be given to his work and not 
a scant 50 per cent. 


For some indefinable reason, if a man makes a mis- 
take or shows poor judgment in even a single instance 
in his work, the only remedy is the wrath of his em- 
ployer. If the man has the ability his work requires, 
such treatment serves either to make him inimical to his 
employers’ interests or to so scatter his attention that 
more and worse mistakes are bound to follow. If he is 
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You can buy the fear or confidence of your 
employees but only CONFIDENCE pays profits 


not adapted to his work he should not have been hired 
in the first place. Criticism that is harsh or virulent or 
unfair can have only one result, to break down the self- 
confidence of an employee and needlessly destroy a very 
considerable portion of the investment represented by 


the pay roll expendi- 
tures. 


Theconstructive 
means of obtaining ever- 
increasing returns from 
the salaries and wages 
paid, is to develop the 
abilities of the clerk or 
laborer. If the destruc- 
tive fear of the loss of 
position or reduction af 
salary is removed as 
much as it can practic- 
ally be removed, effi- 
ciency will be propor- 
tionately increased. 


One method, and a 
simple one, whereby this 
result can be obtained 
is by giving to an em- 
ployee a contract in 
which there may be set 
forth not only the terms 
of employment but some 
arrangement for future 
advances. It must, of 
course, be borne in mind 
that if a man is hired 
for a year, such an 
agreement must be ful- 
filled by his employer. 
Provision, however, can 
be very readily made for 
a termination of the 
contract on such notice 
or other terms as may 
be fair to both parties. 


The direct effect of this method 
is not different from the ordinary 
way of hiring minor employees at 
will, or to continue the relation un- 





Photo by Stadler, New York and Chicago 


When the employee has his 
position and his wages so as- 
sured that he need give no 
thought to his daily bread, 
and the success of his organ- 
ization means his success, he 
will be at the peak of his 
efficiency. 


employed 


oney? 


til one of the two parties concerned, the employer or 
tre employee, see fit to end the relationship. The fear 
of an unexpected termination of his employment, of 
finding himself tomorrow without a job, greatly under- 
mines the average man’s interest in his work. The 


added security of being 
assured of a reasonable 
notice from his employ- 
er before his wages are 
terminated goes far in 
removing that fear. By 
so doing it undoubtedly 
repays the employer 
many times for surren- 
dering the privilege of 
peremptorily dismissing 
a clerk from service. 


The incorporation of 
a business gives many 
advantages over either 
a partnership or a “one 
man” business. The 
methods adopted by the 
big corporations are 
worthy, at any time, 
of thoughtful considera- 
tion. The holder of a 
few shares of stock in a 
corporation has no ac- 
tual voice in the man- 
agement and the stock 
may pay but a few dol- 
lars a year in dividends 
or even none, but, never- 
theless, the owner of 
those few shares of stock 
is a part owner of that 
corporation. Many of 
the big corporations are 
making substantial in- 
ducements to make 
stockholders of those 

in the organization. 


The expense of incorporating is 
trifling. The benefits of conducting 
a business in that manner far out- 

(Continued on page 76) 
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WE ARE CN THE WAY 


Production Surplus of 1929 


By JOHN H. VAN DEVENTER 


Industrial Consultant, United Business Publishers, Inc. 





NCE upon a time there was a little boy who 
made up his mind to do a real job of Christ- 
mas celebrating. He started early Christ- 
mas morning, before anyone else was awake, 

and ate up all of the nuts, candies and oranges that 
are usually found in a juvenile stocking on such oc- 
casions. Next he crept down stairs and made a com- 
plete clean up of the candy canes which adorned the 
tree. Later on he had sausages for breakfast, turkey 
with stuffing for dinner, plum pudding for supper and 
an elegant sufficiency of hard and soft candies in be- 
tween meals interims. 


Next day the little chap did not have an appetite, so 
his worried mother sent for the family doctor. This 
wise old gentleman had been busily making his post- 
Christmas round of calls on similiar cases, so it did 
not take him long to make a diagonsis. A little poking 
and prodding told him the story and the handing out 
of a few harmless pink pills followed, in consequence. 
“Don’t worry about Johnny,” he said to the mother, 
“he will get his appetite back in a few days.” 


American Business set out to have a grand old time 
in 1929. For four and a half years, from the middle 
of 1924 to the end of 1928, it had proceeded with more 
regularity, over a longer period, than ever before. So 
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much so indeed, that many business doctors declared 
that regularization had really been attained and that 
the business cycle had been eliminated. Perhaps it 
would have been, had we been wise enough to let well 
enough alone and keep on consuming and producing at 
the rate of increase which characterized this long four 
and a half year period. But this smooth going must 
have given American Business the idea that it had a 
depression proof stomach--eapable of unlimited con- 
sumption. So it started out, in 1929 as I said, to satis- 
fy its appetite, in a big way. 


Here are some of the big chunks that American 
Business tried to swallow during its gorging period of 
the first nine months of 1929, as compared with its 
fairly conservative diet during the same months of 
1928. As you read these figures representing its 1929 
menu keep in mind the fact that for the four years 
previous the annual rate of increase of manufacturing 
production did not average more than 2% per cent per 
annum for industry as a whole. 


A 12 per cent increase in the cotton crop. 

A 14 per cent increase in finished cotton fabrics. 
' A 29 per cent increase in iron ore. 

A 17 per cent inérease in pig iron production. 

A 43 per cent increase in electric hoists. 


1,084,000 
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A 100 per cent increase in overhead electric 
cranes. 

A 19 per cent increase in smelted copper. 

A 20 per cent increase in tin deliveries. 

An 11 per cent increase in electric motors. 

A 33 per cent increase in automobiles. 

A 59 per cent increase in coke production. 

An 18 per cent increase in paper board boxes. 

An 18 per cent increase in household furniture. 

A 25 per cent increase in New York bank debits. 

A 95 per cent increase in new capital corporation 
securities. 


These are but a few of the many hundreds of simi- 
lar increases which resulted, as any one might expect, 
in the economic indigestion from which we have been 
convalescing. 


There is but one cure for this sort of stuffing, and 
that is a long period of light diet, such as we have been 
experiencing. Averages must be maintained, and sur- 
pluses of production over normal needs must be fol- 
lowed by corrective deficits under normal. 


How much longer must we remain on this strict con- 
sumption diet? . The charts at the foot of these pages 
will help to answer this question. According to them 
we are pretty nearly ready for normal feeding. They 
are made to show how the deficits in production and 
other trade movements, below normal in 1930 have 
substantially wiped out the excesses, above normal, of 
1929, normalcy being considered, in this case, as de- 
fined by the projection of the average rate of progress 
of our manufacturing production from 1924 to 1928 
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35,956,000 PAIR 


Now Largely Liquidated 


inclusive. The deficits in consumption during the past 
year of 1930 have practically balanced the excesses of 
1929. 


Business will not have to be spoon fed much longer. 
But it cannot expect to stay in bed and have full meals 
brought to it. It must exert itself to come down to 
the table and get them. 


Have We Cleaned Up Our Production Surplus? 


The following data form the basis for the accom- 
panying graphic presentation. The years 1925, 1926, 
1927 and 1928 are considered as normal for industry 
and business as a whole. 


The average increase in Combined Production over 
the four year period of normal business preceding the 
inflation period of 1929 was 214 per cent per annum. 
This is due to the population increase, averaging 114 
per cent plus a one per cent increase per annum in 
general purchasing power. Certainly this is a very 
conservative basis, since it anticipates a doubling of 
per capita wealth only every 72 years. (On past 
performance the U. S. has doubled per capita wealth 
in less than half this period.) 


Assuming that, as a manufacturing nation, our 
wealth growth, in general, cannot exceed the rate of 
growth of our manufacturing production, and that the 
2% per cent normal annual increase (compounded) af- 
fords a measure of expectable and maintainable prog- 
ress, we may apply this measure to 1929 and 1930 

(Continued on page 72) 
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Large Profits from Small Space 
in this Paint Department 


Hanson Hardware Co., 

Rochester, Minn., is doing 

$12,000 paint volume in a 

space of 30 sq. ft. It’s a big 
profit line too. 


ESPITE the fact that a 

space on the main sales 

floor, less than 30 ft. 

square is devoted to 
the paint department in the Han- 
son Hardware Company’s store in 
Rochester, Minn., this department 
is one of the most profitable in the 
establishment. From the stand- 
point of space occupied, and in- 
vestment required, paint is with- 
out a peer, so far as profits are 
concerned. 

The paint stock represents an 
average investment of $3,000 and 
it is responsible for an annual re- 
tail volume of approximately 
$12,000. J. C. Madsen, who has 
charge of the paint department, 
attributes the healthy paint de- 
mand to a combination of several 
important factors. 

In discussing these Mr. Mad- 

sen said: “It is our policy to 
carry two grades of paint, how- 
ever we believe that both grades 
should be of the same make. In 
the past we have 
carried a qual- 
ity paint of one 
brand anda 
‘price’ paint of 
another brand. 
Experience has 
taught us that 
such a policy is 
in error. We 
still believe in 
carrying two 
grades, but be- 
lieve that they 
should both be 
made by the 
same manufac- 
turer. 

“At the pres- 
ent time we are 
closing out the 
line of inexpen- 
sive paint which 
we have carried 
in the past and 


are replacing it with a line of the 
same type. made by the same man- 
ufacturer who supplies our quality 
line. The many, advantages of 
concentrated buying from. one 
source of supply have influenced us 
to adopt this policy. 

“Unless we were very careful, 
we found that in the less expen- 
sive paint specialties, our stock 
constituted a miscellaneous as- 
sortment of several brands. Such 
odds and ends proved a detriment 
to our paint department and we 
are closing them out at cut prices, 
through featuring the items, at 
low and attractive prices on open 
display tables. 

“Chain stores are concentrat- 
ing on price. If a paint prospect 


enters a store with cheap paint 
in mind and the merchant does 
not have it, he has no come-back. 
We have found that if you have a 
cheap paint and offer it that you 
will: almost invariably sell the 
high grade paint when a compari- 
son is made. Of course there are 
some exceptions to this. Some peo- 
ple who rent their property, or 
who are painting their property 
with the intention of selling it 
immediately, want cheap paint and 
we can supply it. We make no 
effort to sell the cheap line. In- 
stead, We push quality paint and 
seldom fail to convince a prospect 
of its superiority. 

“As a usual thing, we place 
both the high grade paint and the 
cheap paint before the customer 
and explain the differences. We 
start by reading the formulas from 
both cans, stressing where less in- 
expensive ingredients have been 
substituted for the more costly 
constituents. We point out that 

the cheap paint 
contains only 
about one-half 
as muchlead 
and zinc. That 
cheaper oils are 
used in_ the 
‘price’ paint, 
while pure lin- 
seed oil is used 
in the quality 
paint. We bring 
out the cover- 
ing, spreading 
and lasting 
qualities of the 
high grade prod- 
uct. Most per- 
sons who had a 
cheap paint in 
mind when they 
came in, change 
their mind and 
purchase the 
(Cont. on p. 70) 
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Estimate Building Construction at 
$4,600,000,000 For 1931 


Copper and Brass Research Association Places U. S. 
Requirements at that Figure 


Expenditures for building construc- 
tion in 1931 for the United States as 
a whole should approximate $4,600,- 
000,000 in order to meet requirements 
as estimated in the annual building 
survey of the Copper and Brass Re- 
search Association. 

Building during 1930 fell about 30 
per cent below the 1929 figure which 
in turn was below the average of the 
previous five years. The 1930 decline 
is, of course, mainly attributable to 
the depression which has_ existed 
throughout all industry. It is reason- 
able to suppose that in 1931 resi- 
dential building will improve over the 
1930 total, which was the lowest since 
1921, but the association forecasts a 
decrease in all other classes of build- 
ing, with the total for 1931 some- 
what above that for 1930. 

“The long-term trend of building 
volume is increasing, and will con- 
tinue to do so as long as our popula- 
tion and standards of living increase, 
for these are the two fundamental 
controlling factors,” says the associa- 
tion. 

“Currently our population is in- 
creasing at the rate of about 1,728,000 
persons per year. An increment of 
both residential and nonresidential 
construction is necessary to care for 
this increase. However, during pe- 
riods of abnormal speculative activity, 
business depression and in war times 
these requirements may in part be 
postponed, to be later superimposed 
upon subsequent current require- 
ments. This applies likewise to the 
heavy demands which time and wear 
present each year for maintenance 
and. repairs to existing structures. 
As a result of improving standards 
of living and the development of bet- 
ter building materials and methods, 
we demand better and newer struc- 
tures. This results in the abandon- 
ment or razing of buildings which are 
still physically serviceable. A por- 
tion of this demand is also subject to 
postponement, but such a procedure 
merely builds up a greater demand 
for the future. 

“A quarter of a billion dollars must 
be spent annually to replace residen- 
tial buildings destroyed by fire and 
storm, while twice this figure should 
go in 1931 to overcome depreciation 
and obsolescence in this field. 

“We have estimated building con- 
struction requirements for 1931 as fol- 


lows, the housings to care for popula- 
tion increase of 1,728,000: 


In cities over 30,000....... $1,210,000,000 
In cities between 2,500 and 
ND Birdie a8 ere asacs: «en tae 330,000,000 
In rural communities...... 118,000,000 
Total RoOwUsings..... 0. see $1,658,000,000 


Replacement for obsoles- 
cences: including major 
repairs (for residential 
SRO 500,000,000 
Replacement for residential 
buildings destroyed by 


fire and storm.......... 250,000,000 
Total residential ........ $2,408,000,000 


Other construction to ac- 

commodate population in- 

pS an a eee $1,495,000,000 
Maintenance and_ replace- 

ment costs for nonresi- 


dential buildings........ 675,000,000 
Total nonresidential..... $2,170,000,000 


*Grand total 1931 build- 
ing requirement..... ..++ $4,578,000,000 





*Excluding public works, 


“There has been a decided falling 
off during the last two years in the 
percentage of total money spent for 
residential purposes, with the low 
point for the ten-year period being 
reached in 1930 when this type of 
construction amounted to only 45.5 


per cent of the total in value. We be- 
lieve that this has resulted in an un- 
derbuilt condition for dwellings, espe- 
cially of certain types varying with 
locality, and are accordingly antici- 
pating an increase in this figure to 
above 52 per cent for 1931. 

“At the same time during 1930 each 
of the nonresidential classes (except 
recreational) represented a_ larger 
than average proportion of the total. 
In fact commercial, hospital and pub- 
lic buildings all showed a larger per- 
centage than in any of the previous 
nine years. This can be attributed 
mainly to the marked decrease in 
residential construction, which is fur- 
ther borne out by the fact that a new 
high level of expenditure was reached 
in 1930 only by hospital and public 
buildings. Certainly in the latter case 
this was due to artificial stimulation. 

“We feel that general building 
throughout the country will not im- 
mediately rebound in 1931 to such 
volumes aS were witnessed during 
1925-1928. Residential building should 
improve over 1930 and we are esti- 
mating the 1931 figure (including 
hotels) to be about 17.5 per cent over 
that spent in 1930 for housing. 

“There is no reason to believe that 
the definite upward trend exhibited by 
the amounts spent for the various 
classes of buildings constructed dur- 
ing the years 1921-1928 is definitely 
halted, but we do feel that the 1928 
record is safe during 1931 at least. 
Moreover, with residential construc- 
tion considerably above 1930 figures, 
we anticipate a decline during 1931 in 
all nonresidential classes, with the 
least losses in such classes as social 
and religious buildings, which were 
least subject to artificial stimulation 
during 1930.” 





Cite Reasons for Opposing Tax 


Indianapolis Merchants Association Defines Fourteen 
Grounds of Opposition to Levy on Retail Sales 


Fourteen points of opposition to the 
one per cent general retail sales tax, 
proposed by the Indiana tax survey 
committee, have been raised by W. E. 
Balch, manager of the Indianapolis 
Retail Merchants’ Association, and 
circulated to merchants throughout 
the State. 

As a result, mass meetings of retail 
merchants are being held in cities and 
towns throughout Indiana and con- 
certed opposition of all merchants is 
expected to thwart any attempt at 
passage of such a tax by the 1931 
legislature. The points of opposition 
raised are as follows: 

1. A general retail sales tax is 
troublesome and expensive to admin- 
ister. 

2. It cannot be passed on the cus- 
tomer, except in a few cases. 

3. It is retrogressive in effect and 
will bear heavily on that class who 
can least afford to pay high tax. 


4. It will increase the cost of living 
to the customer, as the retail selling 
price necessarily will include the tax 
wherever possible, which in the final 
analysis will be paid by the customer. 

5. It puts the retailer to the incon- 
venience and annoyance of becoming 
a tax collector.for the State. 

6. Because of the involved record 
keeping and additional accounting, 
the cost of doing business will be in- 
creased, not counting the tax. 

7. It encourages the consumer to 
purchase from mail order houses lo- 
cated outside the State, the sales of 
which are not subject to tax. 

8. It serves as a deterrent factor in 
keeping industries out of the State. 

9. It is a greater hardship on those 
of limited income because a larger 
percentage of such incomes must 
necessarily be expended in retail 


(Continued on page 53) 
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Wuere Do Trey 


So-called “Buying Services” offer to get 
Standard, Nationally Advertised Merchan- 
dise for Consumers, at discounts as high as 
40% below Established Retail Prices. Their 
Slogan is; ‘“YOU NAME IT-WE GET IT” 


By LLEW S. SOULE 


HE “Buy Now” propaganda seems to have started 

something. Several so-called “Buying Services” 

—whose function is to buy merchandise for con- 
sumers at special discounts—have adopted the slogan 
and added their bit to it. They are sending circulars 
to consumers which read: “Buy Now,” but buy at a 
Discount.” 


One such circular, sent out by an Eastern concern, 
uses the above “catch line” and in addition this phrase: 


“We sell standard nationally advertised merchandise 
at savings of from 10 per cent to 40 per cent, on retail 
prices.” 


It goes on to say: “Instead of worrying and wonder- 
ing what may happen to your ‘anticipated’ buying. in- 
tentions, allow us to prove how you can create guaran- 
teed SAVINGS RESULTS with the IF’s of shopping 
eliminated. Our service is really a personal one and 
one absolutely indispensable to every family. SEE US 





“BUY NOW”-THE BADGER WAY 


INSTEAD of WORRYING and WON- 
DERING what may happen to your 
“Anticipated” buying intentions, allow 
us to prove how you can create guar- 
anteed SAVINGS RESULTS with the 
IF’s of shopping eliminated. 


Fad 


OUR SERVICE is really a personal 
one and absolutely indispensable to 
every family. It means DOLLARS in 
your pocket. 


ad 


SEE US FIRST before making your 
hext purchase. Remember — That 
extra gift or two which usually is such 
a problem can be purchased with the 
SAVINGS from your regular 
SHOPPING LIST. 








“BUY NOW” 
BRING PROSPERITY BACK 


YOU SAVE 104 to 40% 


on all your purchases through our 
SERVICE. Let us show you how. 


rd , 


THE OPPORTUNITY is yours — 
Take advantage of it. It gives you the 
Privilege of buying Standard and 
NATIONALLY ADVERTISED Pro- 
ducts at a Discount of from 10% to 
40%. Investigate This Unusual Plan. 


Discounts Apply On The Following and 
Many More Items. 

Toys Radios—All Makes 
Watches Radio Tubes 
Dresses Fur Coats 

Shoes Hosiery 

Heaters Warming Pads 
Accessories Anti-Freeze 
TIroners Cameras 

Pianos Silverware 
Reducers Christmas Cards 
Flashlights Tree Outfits 
Motor Boats | Violet Rays 

Sun Lamps Batteries 

Health Scales Vacuum -Cleaners 











“BUY NOW” — AT A DISCOUNT 


Electric Clocks 
Books 

Lingerie 
Clothing 
Thermos Bottles 
Sporting Goods 
Neckwear 
Electric Appliances 
Refrigerators 
Percolator Sets 
Movie Projectors 
Floor Polishers 
Pen Sets 


“YOU NAME IT — WE GET IT” 





* 


ACTION means money SAVED do not 
delay in learning how this unique 
“BUY The BADGER WAY” plan 
works. A call or card will bring full 
particulars with no obligation. 


ad 


BADGER BUYING SERVICE 
Co-Operative Buyers 
1903 OCEAN AVE. Brooklyn, N. Y. 
Edward R. Dudd, Director 
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1 Get THE Goons: 


FIRST before making your next purchase.’”’ Remember 
that extra gift or two which usually is such a problem 
can be purchased with the SAVINGS from your regu- 
lar SHOPPING LIST. 


The center page of the folder is certainly designed to 
impress the public. It starts out: “Buy Now—Bring 
Prosperity Back. You save 10 per cent to 40 per cent 
on all your purchases through our service. Let us show 
you how.” 


The Opportunity is yourg—Take advantage of it. It 
gives you the privilege of buying Standard NATION- 
ALLY ADVERTISED products #t a discount of from 
10 per cent to 40 per cent. . Investigate this unusual 
plan. Ps 

Under the heading “Discounts apply on the follow- 
ing and many more items,” is a list which includes toys, 
sporting goods, flashlights, radios, silverware, batteries, 
vacuum cleaners, electrical appliances, washing ma- 
chines, golf outfits, tools and even automobiles.” 


At the bottom of the list ig this significant phrase: 
“YOU NAME IT—WE GET IT.” 


We are inclined to take them at their word and “in- 
vestigate this unusual plan.” Not that we have any 
doubts about their getting the merchandise, or selling 
it at the discounts quoted. They would hardly waste 
time, money and effort advertising unless they were 
sure they could do as they say. What we are interested 
in is where they get the nationally advertised mer- 
chandise to back up their “Buy Now” propaganda. 


We wonder what manufacturers and wholesalers are 
short-sighted enough to sell them the nationally adver- 
tised standard goods on terms which allow them to 
re-sell on a discount of from 10 per cent to 40 per 
cent below established retail prices. We wonder what 
manufacturers and wholesalers are short-sighted enough 
to help create and maintain this type of wholesaler- 
retailer to compete with their regular distributors. 


It would seem to us that this is a time of all times 
when the manufacturers and wholesalers should do their 
utmost to work with the regular retail distributors of 
their products. Certainly they do not believe that per- 
manent prosperity can be brought back by any process 
which undermines the business of their retailers and 
that great majority of wholesalers who do not sell such 
concerns. 

We wonder just what the offending manufacturers 
and wholesalers do think as they read that buying ser- 
vice slogan: “Buy Now—But Buy at a Discount.” 


We are willing to wager that most of them would 
raise a howl to high heaven if some regular wholesaler 


or retailer were to advertise a discount of from 10 per 
cent to 40 per cent on their lines. What a tirade of con- 
demnation and abuse that kind of a “discounter” would 
face. He would be branded as all kinds of a business 
disturber, as well as a traitor to the trade he happened 
to represent. 


And yet—A so-called “buying service” can be or- 
ganized to buy for individual consumers, and appar- 
ently little difficulty is experienced in getting both 
goods and preferential prices. That’s a horse of a 
different color. 


The regular wholesaler or retailer carries a stock 
of merchandise for which he pays—usually long be- 
fore the goods are all sold. Usually the buying ser- 
vice merely maintains an office, and acts as a purchas- 
ing agent. 

Is the regular wholesaler to be penalized for carry- 
ing a stock with which to supply the wants of his 
dealers? Is the regular retailer to be penalized for 
carrying the merchandise the consumer may want? 
Do certain manufacturers of standard nationally ad- 
vertised merchandise prefer to carry the stock and 
pay for the privilege? Do certain wholesalers be- 
lieve it good policy to give a discount to a buying ser- 
vice, which aggressively competes with their retailer 
customers? 


Fortunately, there are many manufacturers in hard- 
ware and allied lines who do not sell these 
so-called “buying ‘services.’ Fortunately, the 
great majority of hardware wholesalers would under 
no circumstances furnish them with goods. Unfortu- 
nately, however, there are some manufacturers who not 
only sell them, but seek their business. Unfortunately, 
also there are some wholesalers who are willing to sell 
the buying service goods which it cannot obtain from 
the makers. 


Such methods cannot long be concealed. Is it rea- 
sonable to suppose that the regular distributors at 
standard prices will continue to push certain lines 
once they know that the manufacturers of those lines 
are making it possible for buying services to give 
special discounts to consumers. Does the wholesaler 
who aids the “buying service” think that his retailer 
customers will continue to patronize him when they 
learn that he is the source of supply for goods which 
the manufacturer will not sell to that service? 


We are just reaching a point where there is evi- 
dence of a turn in the business tide. We are looking 
forward to an improved movement toward normal 
prosperity. If all the factors which represent the 

(Continued on page 72) 
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STEP BY STEP 
INTO THE FUTURE 


America’s Seven Standards of 


Living Will Show Betterment 
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stones leading up the stairs to a better understanding 

of principles of production processes hooked up with 
consumption capacities of good and services exchangeable for 
money. There is no history of experience available to business 
men of the present on how to act usefully in the distribution 
of goods and services in a period of consumption. 


. MERICAN business is now standing on the first stepping 


Dr. Hollis Godfrey was first to point out that the new era of 
consumption (when consumption became more important than 
production) came in October, 1923, and that in seven years 
we have not evolved a program so that business can advance 
intelligently by the use of certain and swift processes of dis- 
tribution. The Buyers Market, as such, is only seven years old. 


The production end of business has made astonishing prog- 
ress in the last ten years. Distribution has been going along 
mostly on a “hit or miss” basis of barter or exchange—not 
based on fact, but on opinion which varies with time, place, 
climate and people, etc. Nothing definite, nothing sure. 


So today we face the necessity for studies of all processes 
in distribution in order to solve the problems of holding and 
increasing American standards of living. 


We show on these pages a view from “Just Imagine”—a Fox 
Film, picturing the civilization of 1980. In all probability ,we 
will reach this stage of progress as shown on the picture—long 
before that time. If we, as business men, face the unfolding 
problem of distribution of goods with the courage and under- 
standing that in seven years we have only begun to live as 
Moderns and only started to consume in metropolitan districts 
those goods and services that will be common to most people 
in the next ten or twenty years. 


Even people themselves are in process of change. We can 
now, by process of mathematics, tell almost precisely how 
many people will be in the United States in 1940. The total as 
calculated by that wonderful machine in the Census Bureau 
Office is—139,042,574. You can do a bit of calculating your- 
self by using this measuring stick: 


One birth every thirteen seconds. One death every twenty- 
three seconds. One immigrant every one and a half minutes. 
One emigrant every five minutes. 


Net gain to the United States—one person every twenty- 
three seconds. 


The capacity of our people to consume more goods and ser- 
(Continued on page 74) 
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LEADERSHIP 
INTO 
1931 BUSINESS 


CHARLES M. SCHWAB, 
Chairman of the Board, Bethlehem 
Steel Corporation 


“We are going to be successful in ~ 
this country and we are going to be 
happy. This country is endowed with 
great natural resources and with the 
splendid energy of its workers. Steel 
is the barometer of the country’s busi- 
ness. How Iron and Steel go, so go 
the other industries. | predict a 75,- 
000,000 annual steel tonnage during 
the next decade. Bethlehem Steel has 
assured its employees that there would 
be no wage reductions during the de- 
pression and that there would be no 





: reduction in their working or living 
standards.” 

+ ei COL. LEONARD P. AYRES, 

iia Us Vice-president of Cleveland Trust Co. 
le “Despite evidences of a slow re- 


covery, general trend of business and 

industry next year will be one of ad- 

vancement. The bottom of depression, 

characterized as world-wide and only : 
a phase of international situation, has 
been reached and the next develop- 
ment will be recovery which will ap- j 
pear first as a combination of many : 
minor improvements, in contrast with i 
the recent period of recurrent declines. 
First indications of a business revival 
should be evidenced in the spring.” 


MERLE THORPE 
Editor of Nation’s Business 


“The shelves of the nation, both in 
stores and in homes are becoming bare. 
Some day, just as the bubble of over- 
confidence burst a year ago, our pres- 
ent overcaution will vanish and then 
we Shall all join in a mad scramble to 
buy. Factories will not be able to fill 
their orders, and when we hear of that, 
we shall become more excited to buy, 
demanding deliveries now. Our in- 
sistent demand will cause prices to go 
up and up and up.” 


SILAS H. STRAWN, 


Chairman American Committee of 
International Chamber of Commerce 


“Industry must look to individual 
enterprise rather than to governmental 
aid for future improvement of eco- 
nomic conditions everywhere.” 


MAGNUS W. ALEXANDER, 


President of the National Industrial 
Conference Board 


“Buying demand must be stimulated 
before existing surpluses can be wiped 
out and productive operations extended 
on a sound basis. The buying public 
will go into the market when it has 
an inducement to do so and not before. 
Any proposals for quickening the 
progress of business recovery which 
overlook this basic condition are likely 
to prove futile, and may even prove 


Scene from “Just Imagine,” Fox Movietone production. Copyright 1931 by For Film Corporation. harmful.” 
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420 Out of 523 Economists Oppos 


Members of American Economics Association Without 
Any Axe to Grind Voice Objections to Measure 
Through Survey Conducted by Prof. Carroll W. Doten 


inent economists have gone on record in opposition to the 


R inex conomis collectively a most neutral viewpoint, prom- 


Capper-Kelly Bill. 


Not being manufacturers, wholesalers, 


independent retailers or operators of chain, department or mail 


order stores their opinions can hardly be based on any other premise , 


than that which they in their professional capacities see as an eco- 
nomic outcome to the passage of this legislation. 

Carroll W. Doten, Professor of Economics, Massachusetts Insti- 
tute of Technology, is responsible for bringing to the light the opin- 
ions of these men who, without political or commercial affiliation, 
have answered an interesting and thoroughly fair questionnaire. 

In explaining his reasons for conducting the survey, its operation 
and findings Mr. Doten in part says: 


“Having long felt that citizens, 
whose training and specialized knowl- 
edge would be helpful in framing de- 
sirable and forestalling undesirable 
legislation in Congress and in State 
legislatures, rarely have an oppor- 
tunity to express themselves effective- 
ly in regard to such matters until it is 
too late, the writer welcomed an op- 
portunity to prepare this article. 


Economists Seldom Consulted 


“It may be a matter of surprise to 
the general public that the economists 
of this country are rarely consulted 
by the lawmakers, even when ques- 
tions that are strictly economic are 
under consideration. It is true that 
some noteworthy pieces of legisla- 
tion, like the Federal Reserve Bank 
Act and the Income Tax law, may he 
pointed out as striking exceptions t» 
this rule. In general, however, econ- 
omists are consulted, if at all, in the 
administration rather than in the 
formulation of laws. 


“Under our system of Government, 
public opinion in general does not find 
speedy response in legislative bodies. 
Everybody knows, of course, that a 
Congress elected in a national election 
does not usually function for some- 
thing like thirteen months after its 
election. The influence of qualified 
opinion by economists whose lifetime 
is devoted to the study of the effects 
of legislative efforts to improve or 
modify economic conditions, is still 
more remote. Such influence as teach- 
ers of economics may exert in forming 
the opinions of their students will only 
be manifested in action long years 
after such instruction ceases. It has 
repeatedly been pointed out that legis- 
lative bodies, administrative officers, 


and the courts in particular are prone 
to apply the economic principles or 
views which were acquired many 
years before in student days. There- 
fore, it. comes about that the econom- 
ics which is now being enacted into 
law and administered through the 
courts, is the economics of a past 
generation and not the best thought 
of the present day. Economics is 
not an exact science like mathematics 
or physics or chemistry. It is a new 
science and is growing and changing 
with the rapidly changing, economic 
life and institutions of modern” so0- 
ciety. It seems therefore especially 
unfortunate that legislatures should 
not avail themselves of the’sefvices 
of those who are developing the svi- 
ence of the present day, and by so 
doing escape “the pitfall of outworn 
and discarded theories of the past. 


“When the writer was asked to pre- . 


pare this article, he stated that he did 
not feel that his opinion, or the opin- 
ion of any other single economist was 
worth very much, or would have very 
much weight with the members of 
Congress or the public. He did feel, 
however, that the combined judgment 
of a large number of his fellow inves- 
tigators and teachers should have 
weight and would be valuable. He 
therefore gladly entered into an ar- 
rangement by which the economists 
of the country were invited to express 
their opinions on the pending legisla- 
tion in Congress, known as the Cap- 
per-Kelly Resale Price Bill. (H.R. 11.) 


Method of Obtaining Views of 
Economists 


-“In order to obtain these views, he 
prepared a questionnaire and an ap- 
propriate letter of transmittal. In 


framing this questionnaire and letter, 
he took pains to avoid any expression 
of his own views, and it is apparent 
that he succeeded fairly well in con- 
cealing these views, because several 
persons have indicated that he was 
opposed to the legislation, a somewhat 
larger number have stated that he 
must be in favor of the legislation, 
while several others have asked him 
to tell them just what he did think. 
The questionnaire itself was not in- 
tended to be exhaustive or to suggest 
all the possible reasons for approval 
or disapproval of this Bill or sim- 
ilar legislation. It did contain some 
arguments that had been commonly 
made use of in favoring or opposing 
the enactment of this Bill. It was so 
framed as to invite the expression of 
opinions and the statement of reasons 
for such opinions, and the response tu 
this opportunity has been unexpected- 
ly generous. 


“Since the ‘author has been able 
thus far to conceal his own views in 
conducting this inquiry, he proposes 
to continue to conceal them, since they 
woud only serve now to satisfy the 
curiosity of some of his friends, and 
that can be accomplished by personal 
correspondence much more effectively 
and appropriately than through the 
medium 6f an article published to a 
group of readers who probably are 
not interested. ‘ 


“In order to obtain the names of 
the very large number of economists 
in the United States and Canada, the 
membership list of the American 
Economic Association was used. This 
list contains substantially all of the 
teachers of economics in our universi- 
ties and colleges, and the use of it 
obviated the necessity- of consulting 
the faculty lists in hundreds of cata- 
logs, which would have been, of 
course almost an impossible task. It 
should be noted that the use of this 
list does not in any way commit the 
American Economic Association to the 
views that are set forth in this article; 
in fact, the Association sates as one of 
its cardinal principles in its by-laws 
that “The Association as such will 
take no partisan attitude, nor will it 
commit its members to any position on 
practical economic questions.” 


“A considerable number of indivi- 
duals have signified their unwilling- 
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pression of opinion and the statement 
of added reasons for favoring or op- 
posing this legislation under Ques- 
tion 9. 


“The fundamental question in this 
questionnaire is obviously Number 2, 
and therefore all tabulations sub- 
sequent to Table 1, show the answers 
to other questions in relationship to 


a ( \ 

"i THE KELLY RESALE PRICE BILL (H. R. 11) \ 

N I N 

ness to have their views quoted. \ Cniiittineis ws, . tm Doubt Total \ 

Their votes on the questionnaire, how- N : N 

+i : d N 1. Do you think the manufac- N 

ever, are inclined with the others an N ines Ghee Maes the teal N 

the weight of their opinions should N right * to eohtrol the wabadt \ 

not in any sense be lessened by their N prices of his products? 87 401 1 489 N 

desire to avoid publicity. N (Please state reasons if you N 
‘ see NS care to do so. 

“It is extremely significant that N Pappas a ee? \ 
over five hundred questionnaire-weary N ” of this Bill? 82 420 21 523 N 
economists have responded to this in- N Pleaue shee Sour reasons if N 

. ; N (Please give y N 
quiry. In fact the total number, in- N you care to.) N 
cluding those who replied by letter, \ 3. If you do not approve of this N 
was 557 out of 2650 who received N Bill, would you favor any leg- N 
questionnaires, and replies are still N islation by Congress granting N 

ing i N is right? 376 3209 405 N 
coming in as the lists are closed for N this right? 20 7 ‘ \ 
tabulation. N 4. Do you think the enact- N 

N ment of this Bill would— N 
Have No Axe To Grind N (a) Really benefit the manu- N 
N facturer? 203 214 69 486 \ 

“The significance of a 21 per cent \ (b) eee tae of oe. N 
response is especially noteworthy in N tallese? 380 93 16 489 N 
view of the fact that the economists N (c) Increase the cost of liv- N 
in general have no axe to grind, that N ing? 275 114 37 426 N 
is, no personal or selfish interest in N (d) Lessen competition in N 
this question. The great majority of N _ distribution? 354 113 10 477 N 
them are university and college pro- N (e) Encourage wasteful na- ; 9s N 
fessors who are not identified with N tional geet gee 284 113 38 4 N 
either manufacturers or merchants. N (f) a. pe a N 
The college professor views all ques- \ crimination by manufac- N 
tions of this sort from the impartial N turers? 330 82 39 451 N 
standpoint of fundamental economic N (g) Increase the costs of dis- \ 
principles and the welfare of ail the N tribution? 276 132 42 450 N 
people rather than of any class or N 5. Would such legislation render N 
section. \ the anti-trust laws less ef- -_ iu - ‘ai \ 

“ : N fective? 295 : d 
P The form a shown on this _—— \ 6. Do you think the manufac- \ 
is a reproduction of the questionnaire N turer can fix a uniform price N 
sent out to the members of the Amer- N for a given area which will N 
ican Economic Association. In place N be fair to all types of stores N 
of blank spaces for indicating the N in that area with their differ- N 
views of the one who made out the N ent kinds of service and fe . - N 
questionnaire, numbers have been in- N widely varying costs? , 62 405 15 482 N 
serted to show the total votes on each N 7. Do you think that the enact- N 
side of each question. The original \ ae of ee te alee N 
questionnaire did not contain the N oe eoicudt 167 233 53 453 \ 
third column which is here headed, N 2 . N 
‘In Doubt.’ It was found, however N 8. Do you consider such legisla- N 

Y N tion a dangerous or undesir- N 
that there were many who were not N able governmental _interfer- N 
} apd py whether to say ‘Yes’ or \ ence with business? 289 160 14 463 \ 
No, and this column became neces- N 9. Please state any other rea- N 
sary in the tabulation of the results. \ sons for favoring or opposing N 

“It will be apparent at once to the \ this or penne aang N 

reader that the questions following N 10. Are you willing to have your \ 

N views, as set forth above, pub- N 
the first three are merely suggested \ lished or quoted? \N 
reasons for favoring or opposing the N Date . Waste N 
legislation in question. There was no N : aoe orecse * ° a ; coer ST ee ee ee ee N 
expectation on the part of the author N ASUILULION OF. DUBINESS COMNCCUION -..-...-6sseerseeesecees N 
that this list would prove entirely \ N 
satisfactory, and for that reason he N \ 
gave’ opportunity for individual ex- WVU! WM HHHHHHTVXCPHTHTCOCVT=PPHHEOEHET YYyy° 


not satisfied with the form of the 
Kelly Bill but who were in favor of 
some kind of legislation along this 
line, an opportunity to declare them- 
selves, and it will be apparent from 


an examination of the subsequent 
tabular statements that a considerable 
number availed themselves of this op- 
portunity and voted ‘No’ on Question 
2, because of the inherent defects of 
the Kelly Bill and ‘Yes’ on the prin- 
(Continued on page 68) 
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When Snowy Days Arrive 


Go Out and “Push” Your Scoops 


—Jim Turner, of S. Allen’s Sons, 


Greenfield, Mass., Made It Pay 


ID-WINTER days in most 
M hardware stores are usually 

dull and the customary busi- 
ness is retarded even more in most 
hardware lines if the cold weather is 
accompanied by snowfall. However, 
this situation need not prevail, as the 
hardware merchant has the oppor- 
tunity to transform this condition 
and really make inclement winter 
weather react favorably to his busi- 
_ness. As an example, Jim Turner 
as he recently stood early one morn- 
ing looking out of the window of the 
hardware store of S. Allen’s Sons, 
Greenfield, Mass., watching the snow 
flakes flutter down, conceived the idea 
that the snow flakes could be turned 
into dollars for the store. 


Jim was convinced that trade 
would be slow in the store on such a 
morning and believed that he could 
more profitably spend his time in a 
little outside selling effort. At least, the 
idea seemed worthy of a trial and Jim 
started out with a truck load of snow 
scoops and snow pushers to give 
owners and managers of gasoline sta- 
tions a practical demonstration of 
how much quicker and easier the 


snow could be cleared away with tools 
of this type than by any other means. 
At the same time he was able to con- 
vince the prospects that a better job 
could be done with these implements. 

Within a few hours Jim had sold 
and delivered, on the spot, eight snow 
scoops and two snow pushers, 
and every sale ~ was a_— cash 
transaction. Since Jim’s visit and 
demonstration, hardly a day passes 
that some gasoline station manager 
fails to come to the store with an 
authorization for the purchase of one 
or more of these labor-saving devices. 
It has not taken them long to see that 
it is the neat and attractive station 
which has the snow well cleared that 
attracts the business of the motorists. 
Incidentally, Jim, in the course of his 
calls at the station, made several new 
friends who are in the market from 
time to time for wrenches, pliers and 
other tools, so he considers that the 
few hours spent in making the calls 
were indeed well spent. 

Jim had already sold snow scoops 
and pushers to the local Park Board 
to be used for removing snow on the 
skating rinks and _ playgrounds. 


MunicipaLstreet cleaning departments 
are also live prospects, as are rail- 
roads and other transportation agen- 
cies who have large areas of loading 
platforms which must be kept clear 
of snow. Other dealers may be able 
to profit by Jim Turner’s experience, 
making a few new friends at the 
same time they are picking up stray 
dollars by selling equipment that is 
much needed and can readily be sold 
by demonstration. 


Myers Offers Interesting 
Calendar for 1931 


The F. E. Myers & Bro. Co., Ashland, 
Ohio, has issued its 1931 calendar ‘poster 
as a part of the series that has been 
issued for the past 45 years. Each sheet 
of the calendar shows the current month 
as well as the preceding and following 
months. The poster part, which is pro- 
fusely illustrated, shows the Myers plant 
and various members of the line. The 
top part of the poster shows a girl turn- 
ing the full force of one of the company’s 
line at the head of a man, who is on the 
run. 




















1930 Registration of Automobiles 
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Passenger Car Commercial Vehicles Totals % Gain 

1930 1929 1930 1929 1930 _—orloss 

Alabama 246,640 238,255 39,751 39,473 286,391 277,728 —3.02 
Arizona 110,743 . 97,951 12,583 12,513 123,326 110,464 —1.04 
Arkansas 193,400 193,000 40,042 38,300 233,442 231,300 —0.9I 
California 1,745,308 1,750,000 229,033 230,000 1,974,341 1,980,000 +0.29 
Colorado 273,950 274,821 29,529 30,092 303,479 304,913 +0.47 
Connecticut 281,80@ 298,226 51,080 49,042 332,880 347,268 +4.32 
Delaware 44,728 45,520 9,775 10,523 54,503 56,043 +2.82 
Dist. of Col. 157,639 153,417 17,702 15,335 175,341 168,752 —3.75 
Florida 284,383 274,500 57,975 52,500 342,358 327,000 —4.48 
Georgia 310,362 — 48,166 46,729 358,528 341,497 —4.75 
Idaho 103,838 104, 13,688 15,846" 117,526 120,446 +2.48 
Illinois 1,410,913 1,431,000 204,175 224,800 1,615,088 1,655,800 +2.52 
Indiana 755,161 745,000 128,703 129,015 883,864 874,015 —1.00 
lowa 715,466 705,989 68,402 72,541 783,868 778,530 —0.68 
Kansas 507,529 511,180 73,694 82,969 581,223 594,149 +2.22 
Kentucky 294,706 300,000 34,132 35,000 328,838 335,000 +1.87 
Louisiana 234,565 235,000 46,303 47,000 280,868 282,000 +0.40 
Maine . 148,870 149,000 31,646 33,600 180,516 182,600 +1.15 
Maryland 276,140 283,871 39,439 37,888 315,579 321,759 +1.95 
Massachusetts 729,280 745,064 100,133 107,058 829,413 852,122 +2.73 
Michigan 1,220,848 1,170,000 176,824 169,000 1,397,672 1,339,000 —4.19 
Minnesota 620,342 618,853 100,057 109,007 720,399 727,860 +1.03 
Mississippi 224,000 225,000 31,000 32,000 255,000 257,000 +0.78 
Missouri 669,320 671,000 84,756 92,000 754,076 763,000 +1.18 
Montana 115,260 109,450 25,092 25,600 140,352 135,050 —3.77 
Nebraska 373,086 365,000 41,513 56,200 414,599 421,200 +1.59 
Nevada 25.219 23,000 6,604 6100 31,823 29,100 —8.55 
New Hampshire 89,975 93,386 =—19,025 18,614 +~—-:109,000-s:1112,000 +2.75 
New Jersey 688,334 709,504 139,116 138,377 827,450 847,881 +2.46 
New. Mexico 75,000 76,000 2,750 3,000 77,750 79,000 +1.60 
New York 1,878,300 1,922,658 399,900 397,037 2,278,200 2,319,695 +1.82 
North Carolina 447,055 412,957 56,535 61,210 503,590 474,167 —5.84 
North Dakota 162,092 155,000 25,954 28,000 188,046 183,000 —2.68 
Ohio 1,538,000 1,585,423 200,000 213,243 1,738,000 1,798,666 +3.49 
Oklahoma 514,729 506,000 60,646 60,400 575,375 566,400 —1.56 
Oregon 247,577 234,346 25,693 25,514 273,270 259,860 —*4.90 
Pennsylvania 1,524,799 1,542,466 250,124 250,634 1,774,923 ‘1,793,100 +1.02 
Rhode Island 112,496 115,265 22,350 20,709 134,846 135,974 +0.83 
South Carolina 205,683 191,758 25,591 26,648 231,274 218,406 —5.56 
South Dakota 181,419 178,682 22,780 24,296 204,199 202,978 —0.54 
Tennessee 324,000 329,183 34,400 40,220 358,400 369,403 +3.06 
Texas 1,160,869 1,174,760 182,438 206,366 1,343,307 1,381,126 2.81 
Utah ‘97,200 96,300 17,500 17,865 114,700 114,165 —0.46 
Vermont $4,321 78,200 8,709 8399 93,030 86599 —6.91 
Virginia 328,947 317,086 61,711 61,134 390,658 378,220 —3.18 
Washington 385,033 388,813 63,247 63,791 448,280 452,604 +0.96 
West Virginia 229,011 222,100 39,322 38,367 268,333 260,467 —2.93 
Wisconsin 689,133 681,003 105,810 110,506 794,943 791,509 —0.43 
Wyoming 51,980 51,750 8.800 9,950 60,780 61,700 +1.51 
23,089,449 23,076,105 3,514,198 3,624,411 26,603,647 26,700,516 +0.32 


*Fiscal year changed. 


Courtesy Automobile Trade Journal 





1930 Auto Production 
Set at 3,505,000 Units 


Production of passenger automo- 
biles and trucks for 1930 approximated 
3,505,000 units, with a value of $2,- 
159,600,000, according to the prelimi- 
nary figures compiled by the National 
Automobile Chamber of Commerce. 
This output compares with a total of 





5,621,709 units valued at $3,576,645,- 
881 in 1929. It also compares with an 
estimated output of slightly more 
than 4,000,000 units set for 1931 by 
motor company executives. 

The volume of the parts and acces- 
sories trade was also below that for 
1929. Such equipment produced in 
1930 had a value of $527,800,000, while 
tires produced for replacements were 


valued at $429,000,000, a total of 
$3,116,400,000. This compared with a 
total for both classifications of $5,- 
142,315,542 for 1929. 

Export trade of the automobile in- 
dustry was almost halved, a drop from 
977,111 vehicles to approximately 561,- 
000 being reported. The value of all 
the exported cars and parts was set 
at $344,700,000. 
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It is realized as never before that in a cyclical down- 
swing UNEMPLOYMENT BEGETS UNEMPLOYMENT 
and that Deflation of Consumer Buying is CUMULATIVE 


‘The (CHALLENGE OF 


UN- 

GER 

in the 

midst 

of plenty; bread 

lines in the 

shadow of over- 

flowing grain 

elevators! Cy- 

clical unemploy- 

ment, the curse 

of industrial 

civilization, is 

again with us. 

Notwithstanding the exhaustive 

studies undertaken as a result of 

the severe 1921 slump in business, 

the present depression found this 

country virtually as unprepared for 

unemployment as previous down- 

swings in the cycle. Under the 

illusion of “new era” philosophy 

during the stock market boom, the 

possibility of another severe eco- 

nomic reaction seemed remote. On 

the very eve of the Wall Street 

crash, leading economists delivered 

themselves of the opinion, subject 

only to the usual oracular reserva- 

tions of their profession, that ef- 

forts to achieve economic balance 

were bringing the business cycle 
under control. 


Industry Puts Its Shoulder to the 
Wheel 


Since that time there has been a 
sharp reversal of both lay and pro- 
fessional opinion. According to 
the view of the New York State 
Committee on Prevention of Un- 
employment, the “causes of depres- 
sion and boom are complex, chang- 
ing and accidental, and have not 


by GILBERT L. LACHER 


Managing Editor, The Iron Age 


been any more definitely isolated 
than have the causes of cancer.” 
Perhaps this turn-about-face is not 
fully justified and cyclical swings 
may yet be modified through the 
perfection of international finan- 
cial machinery, through an evener 
distribution of the world supply of 
monetary gold or through other 
means, but at the present stage the 
effectiveness of such measures re- 
mains speculative and the stark 
reality of millions out of work de- 
mands action. Employers, no less 
than employees, are now interested 
in direct, practical measures of 
dealing with the problem rather 
than with round-about preventives 
of undemonstrated value. They 
are determined that they will not 
enter another depression without 
positive, definite protection against 
the devastating effects of enforced 
industr‘al idleness. It is realized 
as never before that in a cyclical 
downswing unemployment begets 
unemployment and that deflation of 
consumer buying power is cumula- 
tive. 


Industry’s concern over’ the 
plight of the unavoidably idle has 
never been so keen, so genuine, so 
productive of tangible, albeit neces- 
sarily temporary, results. The 
great majority of employers have 
maintained wage rates, although 
they have been unable to maintain 
earnings. By rotating jobs and 
transferring men to maintenance 
and improvement work they have 
kept a maximum number of em- 
ployees on the payroll. They have 
contributed to general unemploy- 
ment funds and in some cases have 


given direct aid to their own un- 
employed workers by extending 
credit for commissariat purchases 
or by lending money at a low rate 
or without any interest’ whatso- 
ever. 


Obviously these measures are 
palliatives and not cures. They 
serve their purpose in helping tide 
the country over the present emer- 
gency, but do not provide a basis 
for permanent relief. In the search 
for lasting remedies many of the 
proposals offered in previous de- 
pressions have been again brought 
forward, among them a _ nation- 
wide system of public employment 
exchanges, long-range planning of 
public works and company unem- 
ployment insurance. Even the long 
despised English dole is now com- 
manding serious consideration, as 
are the State unemployment insur- 
ance schemes in vogue on the Con- 
tinent. 


Nation-wide Public Employment 
Service Urged 


While public employment ex- 
changes are not offered as a cure 
for cyclical unemployment, they can 
accomplish much by increasing the 
mobility of labor. As has been 
well said by Arthur H. Young, 
chief executive, Industrial Rela- 
tions Counselors, New York, “the 
wait between jobs means a loss of 
morale, loss of savings and de- 
creased buying power. In the 
huge wildernesses of New York or 
other great cities, with the bewil- 
dering multiplication of occupa- 
tions and specialization of employ- 
ment, a deliberate organization of 
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NEMPLOY MENT 


means of commu- 
nication between 
employers and em- 
ployed is as indis- 
pensable, if time 
is not to be wast- 
ed in endless run- 
ings to and fro, as 
the central sort- 
ing room of the 
post office or the 
telephone ex- 
change. Not only 
do private exchanges foster the 
grossest sort of injustices but they 
cannot possibly cover the market, 
they demand fees of those who are 
not able to pay them and at best 
are only useful when we have 
nothing better.” 


The chief danger to this proposal, 
as well as to others now under con- 
sideration, is that the pressure of 
circumstances will lead to hasty 
action. To obtain a background of 
- experience for the organization of 
a national system of public employ- 
ment offices, Frances Perkins, New 
York industrial commissioner, cre- 
ated the State Advisory Council on 
Employment Problems, which has 
sponsored the setting up of a model 
exchange at Rochester, N. Y. A 
fund of $75,000, the major part of 
which has been subscribed by phil- 
anthropic organizations and other 
private sources and the minority 
of which will come from the locality 
itself, has been subscribed to 
finance the exchange for three to 
five years. In this way talent un- 
available under the restrictions of 
civil service brackets may be ob- 
tained and the operation of the ex- 
change can be kept free from the 
influence of partisan politics. The 
bureau will concentrate on devel- 
oping correlating functions in con- 
junction with existing private and 
State exchanges, since a national 





system of employment offices will 
prove effective only if it succeeds 
in coordinating the work of the in- 
dividual units, thereby promoting 
a free flow of labor. 


Previous Experience 


Meanwhile the Wagner bill, now 
before Congress, may be passed. 
Under its provisions, the Federal 
and State governments will equally 
divide the cost of setting up and 
operating State exchanges. The 
States, in turn, can divide their 
share of. the cost with localities de- 
siring employment offices. This 
undertaking, if authorized by stat- 
ute, would not represent the first 
effort to create a nation-wide labor 
market. A national employment 
service was hastily set up during 
the war through Federal grants 
which made possible the extension 
of existing State offices and the 
establishment of hundreds of new 
bureaus. In October, 1918, there 
were 832 exchanges covering every 
State, on a total appropriation of 
more than $5,500,000 from Federal, 
State and municipal sources. The 
service, however, was accused of 
partisanship and failed to win the 
confidence of business men. Con- 
gress starved it by reducing ap- 
propriations and by 1928 there 
were only 170 surviving offices and 
these had relapsed into a decentral- 
ized condition. 


Long-Range Public Works Program 


Has Limitations 


Long-range planning of public 
works has much to commend it as 
a measure for relieving cyclical un- 
employment, although it has not 
yet been given a trial in this coun- 
try. Such a program, however, has 
its limitations. For its successful 


operation it requires that money 
be appropriated and set aside, that 











American industry is de- 
termined that it will not 
enter another depression 
without protection against 
the devastating effects of 
unemployment. The author 
of this article points out 
that a national employment 
service, while not recom- 
mended as a cure for cyclical 
idleness, would increase the 
mobility of labor and pre- 
vent much unnecessary dis- 
tress. 


Public works in Great 
Britain and Germany relieved 
unemployment following the 
war, but a point has been 
reached in both countries 
where a further resort to 
this expedient would mean 
outright waste of resources. 


*& 


Private unemployment 
benefit plans in this country 
cover a very small percentage 
of our wage earners. 


The chief drawback of 
company plans is that they 
do not apply to all employ- 
ees, leaving new or tempo- 
rary workers unprotected. 


State unemployment in- 
surance bills propsed in this 
country place the entire 
burden of cost on the em- 
ployer, in contrast with ex- 
existing European schemes, 
which divide the cost among 
Government, employers and 
employees. 
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blue prints be kept ready, mate- 
rials be estimated and number of 
workers determined far in advance. 
Actual public needs may change in 
the interim and public moneys, 
under the stress of relief require- 
ments, may be expended wastefully. 
Moreover, the amount of public 
work that can be done without go- 
ing to the extreme of providing 
work for work’s sake alone has 
definite limits. Both Great Britain 
and Germany relieved unemploy- 
ment after the war by filling accu- 
mulated shortages in houses, pub- 
lic buildings and transportation, 
but the point has now been reached 
in both countries where it is doubt- 
ful whether such work can be con- 
tinued without outright waste of 
resources. 


Unemployment Benefit Plans 


Experience with unemployment 
benefit plans in this country has 
been limited. In 1928 slightly more 
than 107,000, or less than one-half 
of one per cent of our 23,000,000 
wage earners, had _ protection 
against unemployment. Payments 
in unemployment compensation in 
that year totaled close to $1,500,- 
000. The basic difficulty besetting 
these plans is to procure sufficient 
funds for compensation and to 
keep them solvent,in times of de- 
pression. 


In most of the plans set up, the 
Industrial Relations Counselors 
find, financial provisions for unem- 
ployment benefits have been some- 
what haphazard and have received 
less attention among both unions 
and employers than other activi- 
ties engaging their attention. Few, 
if any, of the plans are on a sound 
actuarial basis and thus _ neces- 
sarily are operated on the method 
of trial and error. Among the 
unions, when funds become inade- 
quate, assessments are levied or the 
plan may be abandoned. 


Trade unions, according to the 
Industrial Relations Counselors, 
are more severely handicapped in 
supporting unemployment benefit 
plans unassisted than are the em- 
ployer-union joint groups or em- 
ployers operating such plans on 
their own responsibility without 
contributions from the workers. 
While employers may restrict the 
number of layoffs by shifting 
workers from one type of job to 
another within their establish- 
ments and also are in a better po- 
sition to accumulate reserve funds 
in good years, the union must 
either find new jobs for its unem- 


ployed members or pay benefits. 
Cyclical depression, however, gen- 
erally affects all firms using the 
same type of labor at the same 
time. Thus the unions are likely 
to face the maximum pressure on 
their financial resources when a 
minimum of their memberships is 
employed. 


Company Plans Restrict Eligibility 


Company plans pay higher bene- 
fit rates at a lower cost than either 
trade union or employer-employee 
joint agreement plans, according 
to the Industrial Relations Coun- 
selors. Twelve management-oper- 
ated plans are known to be in ex- 
istence in this country, all but one 
financed by the company alone. 
The exception is the recently in- 
augurated program of the General 
Electric Co., which calls for contri- 
butions from both the workers and 
the management. The Procter & 
Gamble Co. guarantees eligible em- 
ployees full pay for 48 weeks of the 
year and half pay during the re- 
maining four weeks. Such a guar- 
antee is particularly desirable be- 
cause of its constructive effect. It 
stimulates management to provide 
steady work, it eliminates fear 
among employees and by sustaining 
their buying power helps keep 
down general unemployment. 


But continuous operations are 
limited mainly to manufacturers of 
staple products that can be stored 
during dull seasons and to those 
making a group of products with 
complementary seasons. Where 
storage costs are high or products 
are subject to rapid changes in 
style, regularization of plant sched- 
udes seems less practicable. 


One of: the main drawbacks of 
most of the company plans is that 
unemployment benefits are not pay- 
able to all workers. Usually they 
are limited to employees who have 
been in the service of the company 
for periods ranging from one 
month to five years. In 1928 only 
8500 out of the 10,920 people cov- 
ered by the existing 11 company 
plans were eligible to benefits.. These 
restrictions provide security for a 
steady working force, but leave the 
temporary employees unprotected. 


Is Public Unemployment Insurance 
Inevitable? 


Management in general must 
bend itself to the task of protect- 
ing employees from irregular em- 
ployment or the State will take the 
matter in its own hands, in the 
opinion of the New York Commit- 


tee for the Prevention of Unem- 
ployment. It adds that some form 
of voluntary unemployment insur- 
ance might be devised and paid for 
by employers and workers analo- 
gous to group health and life in- 
surance. Other’ students _ state, 
however, that such insurance can- 
not be written by private com- 
panies, because there is no actu- 
arial basis upon which the inci- 
dence of unemployment can be com- 
puted. Public unemployment insur- 
ance schemes have been opposed, 
because of our reluctance to add to 
already extensive bureaucracies. 


Both the English and the Euro- 
pean insurance plans levy contri- 
butions from the Government, the 
workers and the employers. The 
British scheme was adopted in 1911 
and first applied only to the heavy 
engineering industries and similar 
trades. It is reported to have 
operated well until after the war, 
when, as an emergency measure to 
take care of the greatly expanded 
number of unemployed, it was 
modified to have more general ap- 
plication. In the absence of any 
real revival of industrial activity 
in Great Britain in the years since 
the armistice, many workmen have 
enjoyed benefits without ever mak- 
ing any insurance payments. From 
Jan. 1, 1919, to Sept. 30, 1930, 
£458,245,000 was expended in un- 
employment benefits. The benefit 
fund has been exhausted and con- 
tinued payments have been made 
possible only by borrowing from 
the Exchequer. On Dec. 1, 1930, 
the debt to the Exchequer 
amounted to nearly £56,000,000. 


Bad Features of the European 
Plans “ 


One of the bad features of the 
plan is that those receiving the 
dole have no incentive to accept 
part-time work because that would 
invalidate their benefits. The 
amount of the benefit is 17s. a 
week, or double the original bene- 
fit. Virtually all out of employ- 
ment in Great Britain now receive 
doles. The number of registered 
unemployed is 2,500,000, or 20 per 
cent of the insured group. Despite 
the heavy tax burdens the plan has 
imposed and the encouragement it 
offers to indolence, it is probable 
that Great Britain is better off 
than it would have been with out- 
right pauperism, unrelieved except 
by charity. 

In Germany the unemployed ex- 


haust their rights to insurance 
(Continued on page 68) 
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HUTCHINSON MANAGES 
NEW GRAY & DUDLEY 
OFFICE IN CHICAGO 


Gray & Dudley Co., Nash- 
ville, Tenn., manufacturers of 
stoves and ranges, have opened 
an office and salesroom in Chi- 
cago, Ill., in charge of K. D. 
Hutchinson. Mr. Hutchinson 
has been sales manager for 
Baker-Nagel Co., Belleville, Iil., 
and prior to that was in a sim- 
ilar capacity for other stove 
manufacturers located in the 
East. As sales manager for 
Gray & Dudley Co. in the Chi- 
cago, Ill., district, Mr. Hutchin- 
son brings to his new position 
an enviable background in the 
industry. His salesroom will 
include a complete line of sam- 
ples. 


SHULTZ & HOGAN BUY 
MILLER-CLINE SUPPLY 


The interests of The Miller 
Cline Supply Co., Haines City, 
Fla., retail hardware, furniture 
and sporting goods dealers, 
have been purchased by James 
J. Hogan and W. W. Shultz, 
who will operate as Shultz & 
Hogan, Inc. The store has been 
renovated. Mr. Hogan was pre- 
viously with another hardware 
retailer, -while Mr. Shultz was 
previously in the auto supply 
and sporting goods business. 





COMMERCE BUREAU 
PLANS SURVEY OF 
DRUG MERCHANDISING 
(From Our Washington Bureau) 


Retail merchants in all lines 
are manifesting an interest in 
the scientific study of drug store 
merchandising methods planned 
by the Bureau of Foreign and 
Domestic Commerce, in coop- 
eration with the National Drug 
Store Survey Committee. The 
first active steps in the study, 
to be made in St. Louis, have 
begun, and it is being given 
attention by retail interests gen- 
erally inasmuch as it is a part 
of the broad campaign of the 
Department of Commerce to 
aid business to determine the 
sources of waste in distribution 
which is estimated to cost 
American business from $8,000,- 
000,000 to $10,000,000,000 each 
year. The survey will be car- 
ried out along the general lines 








AN UNUSUAL 
LAWSUIT 


A Somerville lad of 13 
years has brought two 
civil actions, each seek- 
ing $10,000 damages, in 
the Middlesex (Massachu- 
setts) Superior Court 
against Raymond A. Has- 
kell and John A. Tarkha 
of the Clarendon Hill 
Hardware Co., Somer- 
ville, Mass., alleging he 
was unlawfully sold 50 
cartridges at the store. 

The lad, the declara- 
tions state, was an unfit 
person to be sold car- 
tridges and as a result 
was wounded in the head 
when he placed one in a 
pistol and discharged it. 











of the grocery store survey, 
which was made by the De- 
partment in Louisville, Ky. 

The far-reaching importance 
of the National Drug Store 
Survey is seen in the fact that 
it is being undertaken with the 
active cooperation of 30 trade as- 
sociations in the drug and allied 
fields, including manufacturers 
and distributors of numbers of 
articles other than drugs which 
represent the newer trend of 
drug store selling. 


GREGORY RESIGNS AS 
TRIMONT SALES MGR. 


A. S. Gregory resigned re- 
cently as sales manager of the 
Trimont Mfg. Co., Inc., Rox- 
bury, Boston, Mass. His duties 
have been assumed by Arthur 
S. Greenwood, assistant sales 
manager. 


SOUTHERN JOBBERS TO 
MEET APRIL 20-23 


Charles F. Rockwell, secre- 
tary-treasurer, American Hard- 
ware Manufacturers Associa- 
tion, 342 Madison Ave., New 
York City, has announced that 
the Edgewater Gulf Hotel, 
Edgewater Park, Biloxi, Miss., 
will be the headquarters of the 
1931 joint convention of the 
Southern Hardware Jobbers 
Association and the American 
Hardware Manufacturers As- 
sociation. The convention will 
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open on the evening of Mon- 
day, April 20, and close on 
Thursday, April 23. 

The success of last year’s con- 
vention was conspicuous in a 
long line of notable gatherings, 
and the large attendance of both 
jobbers and manufacturers 
brought about the decision to 
return to the Edgewater Gulf 
Hotel for this year’s convention. 


REAFFIRM STANDARD ON 
PIPE, ELBOWS, ETC. 
(From Our Washington Bureau) 

Announcements have been 
sent out to manufacturers, dis- 
tributors and users of sheet steel 
and of eaves trough, conductor 
pipe, conductor elbows and fit- 
tings by the Division of Simpli- 
fied Practice that the standing 
committees of the affected in- 
dustries have reaffirmed the ex- 
isting simplified schedules with- 
out change for a period of one 
year. 





J. H. WOOD, HEADS 
STANDARD VARNISH 


At the recent annual meeting 
of the board of directors of the 
Standard Varnish Works, 443 
Fourth Ave., New York City, 
J. Heath Wood, Chicago, IIl., 
was elected president of the 
company. He has been a vice- 
president and director of the 
company, in charge of the mid- 
dle western business, for a 
number of years. The com- 
pany, which was founded in 
1870, is one of the oldest or- 
ganizations in the industry. In 
1926 the company was merged 
with Toch Bros., manufacturers 
of technical paints and water- 
proofing compounds. Last fall 
the company acquired the good 
will and business of the Na- 
tional Varnish Co., Long Island 
City, N. Y. Standard Varnish 
Works maintains factories in 
New York City, London, Chi- 
cago, Ill.; Detroit, Mich. and 
Los Angeles, Cal. 





U. S. STAMPING HOLDS 
ITS SALES CONFERENCE 


The annual sales conference 
of the United States Stamping 
Co., Moundsville, W. Va., was 
held Jan. 6, 7 and 8. At the 
first session held Tuesday mprn- 
ing salesmen were introduced, 
and F. S. Earnshaw, secretary- 
treasurer, made the address of 
welcome. A tour of the stamp- 
ing division of the factory was 
then made. Luncheon at the 
Kreglow Hotel, Moundsville, 
followed the tour. Following 
the luncheon a sales conference 
was held, at which Mr. Earn- 
shaw, E. M. Robinson, sales 
manager, and salesmen spoke. 
That evening dinner was held 
at the Kreglow Hotel, followed 
later by a smoker at the 
Moundsville Country Club. 

On Wednesday a pep break- 
fast was held at the hotel, fol- 
lowed by a tour of the enamel- 
ing division of the plant. An 
hour was spent at the general 
office, followed by luncheon and 
sales conference at the Kreglow. 
Mr. Earnshaw, Mr. Robinson 
and salesmen spoke at the meet- 
ing. Later the party motored 
to Wheeling, W. Va., for din- 
ner at the Fort Henry Club in 





that city. The Thursday morn- 
ing program was the same as 
the program for Wednesday 
morning, except that the tour 
centered around the shipping 
division of the United States 
Stamping Co. A luncheon and 
continuation of the sales con- 
ference followed, with the sales 
manager, secretary - treasurer 
and salesmen as speakers. 





REVIEW SHOWS GOLF 
BALLS LEADING IMPORT 
(From Our Washington Bureau) 

Golf balls lead all other im- 

ports of rubber manufactures 
coming into the United States, 
according to a statistical review 
of such imports from the year 
1923 to 1929, inclusive, by the 
Rubber Division, Department of 
Commerce. Total rubber manu- 
facture imports coming into the 
United States during 1929 were 
valued at $3,383,425, as com- 
pared with $3,462,030 in the 
previous year. Golf ball im- 
ports during 1921 numbered 
2,617,125, valued at $835,440, an 
increase in number but a de- 
cline in value from the total of 
2,588,436 balls, valued at $1,026,- 
491 in 1928. 
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Changes in Personnel Announced 


By General Electric Co. 


J. E. Kewley, manager, incan- 
descent lamp department, Gen- 
eral Electric Co., Nela Park, 
Cleveland, Ohio, has announced 
several organization changes, 
effective Jan. 1. W. G. McKit- 
terick is transferred from the 
national sales department to the 
general administration depart- 
ment, where he will serve in a 
sales advisory capacity. Mr. 
McKitterick will study prob- 
lems in sales and sales organi- 
zation of common interest to 
both the Edison Lamp Works 
and the National Lamp Works, 
and help to develop methods 
and plans for improving effi- 
ciency. F. F. Harroff is trans- 
ferred from the national sales 
department to the general ad- 
ministration department, where 
he will be associated with Mr. 
McKitterick. 

The Edison administration 
and sales departments have been 
merged into one department, to 
be known as the Edison ad- 


ministration department. The 
national administration and 
sales departments have been 


merged into one department, to 
be known as the national ad- 
ministration department. 

N. H. Boynton, former 
sales promotion manager of the 
National Lamp Works, has been 
appointed general sales man- 
ager of the National Lamp 
Works and is transferred from 
the National sales promotion de- 
partment to the National admin- 
istration department. H. H. 
Green, former advertising man- 
ager of the National Lamp 





Works, has been transferred 
from the National sales promo- 
tion department to the national 
administration department. 

The Edison sales promotion 
and National sales promotion 
departments have been merged 
into a single department to car- 
ry on the sales promotion and 
advertising activities for both 
the Edison Lamp Works and 
the ‘National Lamp Works. The 
new department will be known 
as the Nela Park sales promo- 
tion department. H. F. Barnes, 
former sales promotion man- 
ager of the Edison Lamp 
Works, has been appointed 
manager of sales promotion, in 
charge of the new Nela Park 
sales promotion department. G. 
J. Chapman has resigned as 
manager of the National credit 
department to become assistant 
manager of the electric refrig- 
eration department. 

The Edison credit department 
and the National credit depart- 
ment have been merged into one 
department to be known as the 
Nela Park credit department, 
which will serve both the Edi- 
son Lamp Works and the Na- 
tional Lamp Works. W. S. 
Murtfeldt, formerly of the Na- 
tional miniature sales depart- 
ment, has been appointed man- 
ager of the Nela Park credit 
department. O. E. Watson, for- 
mer manager of the Edison 
credit department, continues 
with the Nela Park credit de- 
partment, devoting his time 
mainly to credit and collection 
activities, 





ALTORFER BROS. CO. HAS 
NEW BRANCHES IN 
CANADA AND LOS ANGELES 


Altorfer Bros. Co., Peoria, 
Ill., manufacturers of electrical 
appliances, recently opened a 
factory branch office at 1151 S. 
Broadway, Los Angeles, Cal., 
with warehouses at Los Angeles 
and Oakland, Cal. Silas H. 
Altorfer, president of the com- 
pany, has also announced the 
formation of a Canadian com- 
pany for the manufacture of 
the ABC line in the Dominion 
of Canada. The factory will 
be in Granby, Que. Adminis- 
trative headquarters will be in 
the offices of the company’s at- 
torneys in Canada, as a‘l execu- 
tive and sales work will be con- 
ducted from the Peoria offices. 
Negotiations have been com- 





pleted for the sale of the new 
Canadian factory’s entire output 
to the Northern Electric Co., 
Montreal, with distribution 
points throughout Canada, ac- 
cording to Mr. Altorfer. 

Altorfer Bros. Co. has manu- 
factured household utilities for 
twenty-one years. In addition 
to the factory at Peoria, IIl., 
the company maintains a plant 
at Roanoke, II]. 


G. G. KNOEK, INC., MOVES 
TO LOWER FLOORS 


G. G. Knoek, Inc., 241 State 
St., Hartford, Conn., wholesale 
hardware and tool distributors, 
moved their quarters Jan. 12 
to the first and second floors in 
that building, having previously 
been on the top floor. The or- 








William S. McKinney, vice- 
president in charge of manu- 
facturing, McKinney Mfg. 
Co., Pittsburgh, Pa., whose 
death was recorded in the 
Jan. 8 issue of Hardware 
Age on page 69. His death 
occurred Dec. 20, 1930 





ganization, which has been in 
operation for the past two years, 
is now covering part of Con- 
necticut, Massachusetts, Penn- 
sylvania and New York State. 


SMITH-DORMINEY CO. 
PURCHASE NEW 
BUILDING 


Smith-Dorminey Co.,  Inc., 
Avon Park, Fla., hardware 
dealers, have moved into their 
own building at Main St. and 
Lake Ave. in that city. The 
building has been renovated and 
altered considerably. Further 
alterations are planned for this 
year. 


C. R. MESSINCER HEADS 
OLIVER FARM EQUIPMENT 


C. R. Messinger, president, 
Chain Belt Co., Milwaukee, 
Wis., has been elected president 
of the Oliver Farm Equipment 
Co. He has been active in the 
management of the Chain Belt 
Co. for the past 14 years and 
is chairman of the board of the 
Sivyer Steel Casting Co, and 
vice-president of the Federal 
Malleable Co., Milwaukee, Wis. 





NEW ENGLAND ASS’N TO 
HOLD ANNUAL BANQUET 


The New England Iron & 
Hardware Association will hold 
its thirty-eighth annual banquet 
on Thursday evening, Jan. 22, 
at Hotel Somerset, Boston, 
Mass. Announcement of the 
speakers will be made later. 


BEHR-MANNING ACQUIRES 
U. S. SAND PAPER AND 
H. H. BARTON & SON CO. 


Behr-Manning Corp., Troy, 
N. Y., sandpaper manufac- 
turers, recently acquired the 
United States Sand Paper Co., 
Williamsport, Pa. and H. H. 
Barton & Son Co., Inc., Phila- 
delphia, Pa., both manufactur- 
ers of a wide variety of sand- 
paper products. Both com- 
panies continue to do business 
as separate entities under their 
original corporate names. Frank 
Winters continues as president 
of the United States Sand 
Paper Co., and Albert Barton 
retains the office of president 
of H. H. Barton & Son Co. 
Very few changes in either the 
executive or sales personnel of 
either organization were made. 
The same distribution channels, 
consisting of branches and close- 
ly affiliated distributors, are be- 
ing continued. 

Supervision and control of 
manufacturing operations have 
been reinforced by a much 
larger technical force in the 
Behr-Manning company. Up to 
the present time no changes 
have taken place in the brands 
or trade names. According to. 
the organization it is the inten- 
tion of the merged companies 
to continue some of the principal 
brands and products indefinite- 
ly into the future. 


BIG STEEL MILLS ARE 
INCREASING PRODUCTION 


Reports from Pittsburgh, Pa., 
recently indicate that the Penn- 
sylvania Railroad Co.’s order 
for $15,000,000 worth of rails 
and+ equipment will be supple- 
mented by another “big job’ 
that will offer work for about 
500 men. The same item men- 
tioned that in Youngstown, 
Ohio, 2000 men would return 
to their work in mills in that 
city. Estimates were also made 
that 5000 steel and iron work- 
ers would return to their work 
in the Mahoning and Shenango. 
Valleys within the next two. 
weeks, 

Shops of the Sharon Steel 
Hoop Co. have announced their 
intention of doubling operations, 
which will make the average of 
production 60 per cent of capac- 
ity. The railroad’s shops at Al- 
toona, Pa., Enola, Pa., and Pit- 
cairn, Pa., will start work, ac- 
cording to the report, on 1500 
gondola type freight cars. Rush: 
orders for 46,500 tons of steel, 
steel castings and malleable iron 
for the cars have been placed’ 
by the railroad company, ac-- 





cording to the report. 
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H. E. WEBSTER TALKS AT 
PRATT & LAMBERT, INC. 
SALES CONVENTION 


H. E. Webster, president, 
Pratt & Lambert, Inc., Buffalo, 
N. Y., addressed salesmen of 
the company at Chicago, IIl.; 
Buffalo, N. Y., and New York 
City during the week of Jan. 
5-10 at meetings where he 
spoke optimistically in regard 
to the company’s sales during 
the €nsuing year. He pointed 
out that much painting work 
was put off in 1929 amd 1930 
which would ordinarily be done 
then, and that such work would 
undoubtedly be taken care of 
this year. 

Walter P. Werheim, vice- 
president, spoke of the adver- 
tising program outlined for the 
first six months of 1931, and 


called attention to the absolute | 
necessity for advertising mer-:|" 


chandise today. He presented 
a number of new features. Roy 
W. Lindsay, vice-president in 
charge of sales, spoke upor the 
brighter outlook for the pres- 
ent year, emphasizing that paint 
and varnish were staple, year- 
round merchandise. Technical 
discussions of the company’s 
products was led by Wayne 
R. Fuller, technical director, 
who stressed the continued ap- 
plication of the quick drying 
principle to the company’s prod- 
ucts through utilization of the 
latest developments in synthetic 
resins, 

The industrial sales meetings 
were held at the Buffalo plant, 
Jan. 7-8, under the direction of 
T. E. Murphy, manager of in- 
dustrial sales. At the western 
division meetings, Jan. 5-6 at 
the Drake Hotel, Chicago, IIl., 
J. N. Welter, chairman of the 
board delivered the address of 
welcome. Convention head- 
quarters for the central, Cana- 
dian and industrial divisions 
were at Hotel Statler, Buffalo, 
N.Y. The eastern division con- 
vention was held at the Hotel 
Astor, New York City, Jan. 
9-10. H. S. Prescott, resident 
manager, New York office, wel- 
comed the meetings, which were 
at the Hotel Astor, in that city. 





N. Y. ARTWARES SHOW 
WILL OPEN FEB. 23 


This year’s New York Na- 
tional Gift and Artwares Show, 
at the Hotel Pennsylvania, New 
York City, Feb. 23-27, will af- 
ford many visiting buyers the 
opportunity to replenish stocks 
which have been reduced to a 
low level throughout 1930. It 
is expected that the show will 
help stimulate sales by the pre- 





sentation of those items which 
carry a fresh and original ap- 
peal, and which may be de- 
pended upon to attract new pur- 
chasers into the thousands of 
shops and stores which handle 
giftwares and novelties. 

The show has been planned 
in every detail to make it con- 
venient for visiting buyers and 
‘owners to cover a great deal 
of ground in a short time. Ex- 
hibits will be carefully ar- 
ranged and attendants will be 
on hand to give the highlights 
of the wares displayed. A\l- 
though attendance at last year’s 
National Fall Show exceeded 
previous records, it is expected 
that a greater number of re- 
tail buyers will attend this year 
than ever before. 





S. J. MAYER PASSES ; 
V. P. OF SEGAL LOCK 


Simon J. Mayer died on 
Monday morning, Jan. 5, at the 
Community Hospital, Rockville 
Center, N. Y., to which place 
he had been rushed from his 
home when an internal hemor- 





8S. J. MAYER 


rhage developed. He was sixty- 
five years old. One of the or- 
ganizers of the Segal Lock & 
Hardware Co., New York City, 
he had been its vice-president 
since 1912, the year the com- 
pany was formed as an out- 
growth of Segal Brothers, a 
well established hardware con- 
cern. Mr. Mayer had previous- 
ly been very successful in the 
automotive specialties business. 
A chance meeting with Samuel 
Segal lead to the business con- 
nection with Mr. Segal and his 
brothers, Louis and Hyman. 
His business associates mourn 
his passing as the loss of a 
friend and pay tribute to his or- 
ganizing and selling abilities 
which they say were so vitally 
important in building the busi- 
ness he helped found. Mr. 
Mayer was very well known in 
hardware circles, particularly in 
the metropolitan New York 





area. For many years he at- 
tended the Atlantic City con- 
ventions, where he _ enjoyed 
meeting his host of hardware 
friends. 

When Segal Lock & Hard- 
ware Co. acquired the Norwalk 
Lock Co., Mr. Mayer became a 
vice-president of that company 
also. 

He was buried at Cypress 
Hills Abbey, Brooklyn, N. Y., 
on Jan. 7. Mr. Mayer is sur- 
vived by his widow. 


WILLIAMS HAS OFFICE 
IN NEW YORK CITY 


John A. Williams, president 
and treasurer, General Luggage 
Co., Fitchburg, Mass., and 
president of its subsidiary, Gen- 
eral Wood Novelties Co., Fitch- 
burg, Mass., has temporary of- 
fices in New York City. His 
office is located in Room 527, 
1775 Broadway. 





A. R. HEATH TO VISIT 
MANUFACTURERS HERE 


Guiterman Co., Inc. 35 S. 
William St., New York City, 
foreign sales agents for Ameri- 
can manufacturers, has an- 
nounced that A. R. Heath, one 
of the directors of their Lon- 
don, England, house, S. Guiter- 
man & Co., Ltd., would visit 
thas country in February for the 
purpose of making contact with 
manufacturers. Mr. Heath will 
visit manufacturers now repre- 
sented in household utensils, 
hardware specialties, novelties, 
games, etc., and will also make 
arrangements to take on a few 
additional lines. While in this 
country Mr. Heath will make 
headquarters at the New York 
office. 

The London company covers 
territories throughout the Brit- 
ish Isles, carrying its own stock. 
Both companies have heen in 
operation since 1876. 





Harper & Mclntire Co. Celebrates 
75th Anniversary in Business 


Harper & McIntire Co., Ot- 
tumwa, Iowa, wholesale hard- 
ware and automotive equipment 
distributors, with a branch in 
Cedar Rapids, Iowa, are cele- 
brating the 75th Anniversary 
of the business this year. The 
company was founded in 1856. 
Samuel H. Harper, identified 
with the company for many 
vears fought in the Civil War, 
being honorably discharged in 
1866. In 1867 he formed a part- 
nership with Timothy Eagan 
and the firm operated as Harper 
& Eagan, for many years. 

In 1873, Daggett & Edgerly, 
chief local competitor was pur- 
chased. Two years later Mr. 
Eagan withdrew and E. A. 
Chambers became associated 
with Mr. Harper. The company 
was then called Harper, 
Chambers & Co. Frank McIn- 
tire entered the employ of the 
company, and became a partner, 
after being in the firm’s em- 
ploy for a year. In 1891, after 
ten years on the road he suc- 
ceeded to the interests of Mr. 
Chambers, at which time the 
firm name became Harper & 
McIntire Co., with Mr. Harper 
as president and Mr. McIntire 
as vice president. 

When Mr. Harper died in 
1911 Mr. McIntire became 
president. Mr. McIntire died in 
1919. The company, which had 
incorporated in 1913, was then 
headed by C. S. Harper with 
the late William Fiedler as vice 
president, W. P. Myers as sec- 
retary and R. W. Harper as 
treasurer. 

In 1893, when the original 





plant became inadequate a four 
story warehouse was erected in 
Ottumwa. In 1912 the ware- 
house was destroyed by fire. Im- 
mediately after a new plant 
was planned and the present 
five story plant was constructed. 
The Cedar Rapids plant, four 
story building, was completed in 
1922. The company also has an- 
other warehouse in Ottumwa, in 
addition to the main building. 

The present officers of the 
company are: Clarence S. 
Harper, president, W. P. Myers, 
secretary, Russell W. Harper, 
vice president and treasurer 
and E. W. Gray, vice president. 
Mr. Myers has been in the or- 
ganization for 47 years. Mr. 
Gray joined the company in 
1908. He spent many years on 
the road for the company and 
has had charge of the Cedar 
Rapids plant, since its establish- 
ment. Department heads and 
their length of service are: Rus- 
sell W. Harper, 37 years, cred- 
it, buying, W. P. Myers, 47 
years, G. H. Schlecher, 18 years, 
A. R. Carlson, 18 years, Sam 
Harper, 5 years, and R. W. 
Hartmen, 3 years. Mr. Carlson 
manages sales, with L. H. Hor- 
rill, who has been in the com- 
pany 16 years, as assistant sales 
manager. Other executives are 
G. H. Schleicher, traffic, V. L. 
Frazier, accounting, and G. W 
Courtney, stove department. C. 
E. Groff is foreman and C. H. 
Anderson is assistant manager 
of the Cedar Rapids branch. 

Many of the other employees 
have been with the company 
for long periods of years. 
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The Story of 


° 


the property of the Rubberset Company of Newark, 

N. J., makers of Rubberset paint brushes and shav- 
ing brushes. He is a thoroughly tame one, however, for he 
is stuffed and mounted on a large pedestal. He travels 
about the United States, visiting conventions, exhibitions 
and the windows of Rubberset distributors. 


P exe prope the largest in captivity, this wild boar is 


His native habitat was the Russian steppe, where he 
roamed in company with more than 5,000,000 of his kind. 
He was 3% years old when killed and measures more than 
6% feet from snout to tail. When alive he weighed 480 
pounds on the hoof. He has 18,500,000 hairs on his body, 
estimated by actual count of hairs covering one square inch. 

The next time you dip a brush into a pail of paint, re- 
member that in all probability the bristles of your brush 
came from a boar like this one. 


The only producers of bristles are pigs and hogs raised 
in the different sections of the world and it is a rather in- 
teresting contrast to note the fact that the pig and hog, the 
animal which, in our minds, is so closely associated with 
dirt, is the only producer of the raw material which goes 
so largely in the make up of tooth brushes, hand brushes, 
bath brushes, hair brushes and shaving brushes, articles 
which are synonymous with cleanliness, neatness and sani- 
tation. 


The principal countries of origin are Russia and Siberia, 
China, France and Poland, and all of them produce some 
bristles which are white in color with the exception of 
China. China’s vast herds of hogs are almost exclusively 
black in color. Naturally, the very best and stiffest bristles 
in the world are produced in northern Siberia and northern 
Russia, where the climate is so extremely severe. The hogs 
are dependent upon themselves for their food and run prac- 
tically wild, although they are actually penned in. They are 
seriously underfed and when the severe winter sets in they 
are not at all well prepared with warmth from fat to with- 
stand the climate. Here nature steps in to protect the hog 
against the extreme cold by covering the animal with a 
heavy coat of bristles, the longest and stiffest hair being 
found on the exposed spinal region. Before these hogs pro- 
duce bristles suitable for brush use they must be at least 
three years old. 


Bristles which can be used for brushes are not produced 
from our American pigs. In the first place, the climate is 
entirely too mild to produce strong hair, and our plan is to 
kill the pigs for meat purposes long before the hair has 
an opportunity to grow very long. The hair on our Ameri- 
can pig is scraped from the slaughtered animals, but is of 
no use except for stuffing of mattresses, cushions, etc. 


The process of gathering the bristles is as follows: In 
the spring the shedding season begins. The careful Russian 
farmer goes through his farm yards and places where the 
wilder animals congregate and picks up the loose hair lying 
on the ground, and in the course of a season collects a few 
pounds of bristles. At best a full grown hog yields not 
more than 1% pounds of bristles per season. Other meth- 
ods of gathering the bristles are by shearing such hogs as 
can be readily captured in the spring or by scraping the 
hog after it has been killed for meat purposes. 


Twice each year the agents of the Russian dressers make 


Brush Bristles 


the rounds collecting the quantities of bristles from the dif- 
ferent villages. Many of these villages yield a maximum 
of less than 100 pounds of raw bristle per season. From 
these farm yards the bristles are transported by sleighs 
and railway to Nischni, Novgorod, where practically all of 
the Russian bristle is dressed. Here the bristles go through 
a process of division into kinds, as to color, quality and size, 
and it is an interesting fact that the bristles are from 1% 
inch to 18 inches in lengths, the majority not longer than 
7% inches, and by far the greatest amount in lengths of 3 
to 5% inches. 


In the Russian dressing plants the bristles, after proper 
selection, are tied in bundles weighing from 4 ounces to 8 
pounds each. They are then packed in casks and in this 
way transported to Petrograd. From Petrograd they are 
shipped to the final port of transportation, Archangel, and 
from here, after a journey through the Arctic and Atlantic 
Ocean, the bristles are landed at our American ports, ap- 
proximately 13,000 miles from their starting point. 


Courtesy Increased Average Purchase 


The Dartnell Service reports the experiment made 
by a hardware store owner to determine to what ex- 
tent extra courtesy would increase sales. One day he 
instructed employees to wait on customers with only 
ordinary courtesy, without accompanying them to the 
door, without making suggestions, and without going 
out of their way to please them; that day the average 
purchase amounted to only 28 cents. The following 
day the clerks were instructed to show such extra 
courtesies as taking the customer to the door, calling 
him or her by name, showing interest in the purchase, 
offering suggestions and making a special effort to 
find exactly what the customer needed; that day the 
average sale was 90 cents.—The Spinning Wheel. 
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Teledex Phone Index 


The Teledex is a tele- 
phone index, made of 
metal, having a small 
drawer on one side. The 
drawer, which has a 
nickel handle, contains 
an index pad. Teledex 
will fit either the French 
or standard type tele- 


phone. Finish is black, 
and bottom is of green 
felt. Dealer.cost is $8.00 


per dozen or $6.00 per 
dozen in gross quanti- 
ties. Suggested retail 
selling price is $1.00 
each. Summit Galleries, 
8 Maple St., Summit, 
N. J., is the maker. 
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Crown Buffet and 
Console Ranges 


The 1931] line of Crown 
gas ranges, includes con- 
sole and buffet types in 
attractive colors. Features 
of these new models are, 
a new type of stippled 
enameling, unique mar- 
beled effect applied 
through a patented enam- 
eling. process, convertible 
top and splasher, con- 
cealed gas cocks and pat- 
ented safety burner box 
door, which cannot be 
closed while gas is on. 
Other features are: insu- 
lated ovens, slide-out broiler, eliminating stooping on the part of the 
housewife, as well as finger burning, Rutz lighter and Robertshaw oven 
heat regulator. Buffet type resembles a glistening enameled chest with 
all parts concealed. Console type is more conservative, but similar in 
all. respects to the buffet model, excepting that the one piece table top 
effect does not run straight across. Buffet models offered are:-50 stip- 
pled gray and white, No. 51 stippled green and cream finish and No. 52 
stippled green and marble finish. Specifications are weight 300 Ibs., 
floor space 41 x 27 inches, height with top open, 5814 inches, oven 
16 x 12% x 19% inches and broiler 16 x 844 x 17 inches, There are 
three models in the console type in the same finishes as the buffet 
types. Weight is 305 Ibs., overall height with top closed is 4314 inches 
and floor space is 28 x 46 inches. Oven measures 16 x 13 x20 inches 
and broiler measures 16 x 9 x 20 inches. Both series are furnished with 
right ovens only. Foot rests are furnished with each series, at no ad- 
ditional cost. Crown Stove Works, Chicago, IIl., is the maker. 











Zenith Series 70 
Radio Sets 


The Zenith series 70 line 
of radio sets consists of 
five models. Cabinets are 
of Tudor design. Model 
71 is a lowboy, listing at 
$185.00, less tubes, with 
full length doors, artisti- 
cally carved on both 
sidés. Zenith automatic 
tuning is included in 
model 72, in a console 
of fine design with up- 
per hand door concealing 
tuning unit. It lists at 
$210.00. Model 73 has 
automatic tuning. It lists 
at $265.00 and is in- 
closed in a semi-highboy 
cabinet. The model 74 
set, listing at $315.00 is 
the same as the No. 73 
but has remote control 








feature, permitting set’s operation, from any part of the house. Model 
75 is a semi-highboy radio phonograph combination with an automatic 
record changing device. It provides a half-hour of electrically tran- 
scribed music without interruption. List price is $375.00. The series 
70 line models have the Zenith advanced grid circuit with double push- 
pull audio amplification. Nine tubes are used in all, including rectifier. 
Zenith super-sized Syntonic dynamic type speaker is included in the 
sets. Model 75 is illustrated. All models are supplied less tubes. Dealer 
discount is 40%. The maker is Zenith Radio Corp., Chicago, III. 


Model F Maytag Washer 


To sell at a suggested price of 
less than $100.00, The Maytag 
Co., Newton, lowa, offers the 
model F Maytag washer 
Wringer frame is all metal and 
completely encloses the self re- 
versing drain plate. Base of 
wringer frame is extra wide so 
that the drain always shunts the 
water directly into the tub. It 
has divided rolls, said to be an 
exclusive Maytag feature. Bal- 
loon-type rolls are 2% inches in 
diameter and the composition is 
carefully gaged to give a steady, 
even pull as the clothes pass 
through. Wringer swings and 
locks in seven different posi- 
tions. Quick, safety release per- 
mits the rolls to swing apart to 
a width of five inches between 
centers. Model F has sturdy, 
roomy round tub. Washing ac- 
tion is the gyratator principle. 
The gyratator is counter-sunk in the concave bottom of the tub. Under 
the gyratator is a sediment zone, where the loosened dirt collects in- 
stead of being washed back into the clothes, Legs of this model are 
neatly tapered, made of strong pressed steel and rigidly braced to the 
frame of the washer. Caster adjustment on one leg enables washer to 
set solidly, even if floor is uneven. The modern drive is completely en- 
closed, sealed and oil-packed, needing no oiling or adjustment. The 
hardened steel gears, segment and shafts are said to be like those of a 
high grade automobile. Bronze bearings add to the quiet smooth run- 
ning qualities of the motor. Model F is finished in two tone gray lac- 
quer, which is easily cleaned. 








Bissell Carpet 
Sweeper Co. 
Winsome 
Girl Display 


Bissell Carpet Sweeper 
Co., Grand ‘Rapids, Mich., 
offers dealers this win- 
dow and inside display, 
known as the “Winsome 
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Girl.” It is unique in 

that it is life size and 

so designed that the 

ol right arm extends back- 

; ward. A handle of a 

Sweeps better Bissell sweeper is in- 

than brooms | serted into the hand, 

“ without ; producing a life like ac- 

= drudgery or tion effect. The display 
‘ dust 


is reproduced in full 
color. In the woman’s 
left hand is a placard in- 
viting customers to try 
the improved Hi-Lo Bis- 
sell. 
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Dic-A-Doo Paint Cleaner 


Dic-A-Doo paint cleaner is a dry powder 
product to which warm or cold water is 
added to make a fine paste. Paste is then 
applied with a brush or soft cloth to any 
surface to be cleaned, or for preparing the 
wall, furniture, linoleum, etc., for painting 
or varnishing. The maker states that it 
will clean without rubbing or scraping. It 
may be used to advantage by the profession- 
al painter, or the housewife, etc. Suggested 
retail selling prices are: 2 Ib. packages, 
15c ; 1% Ib. cartons, 30c., and $4.50 per 
pail in bulk. Fifty pound cases, containing 
100 Y2 |b. packages, are offered at 9c. per 
package. Cases contain 10 display con- 
tainers, of 10 Y% lb. packages each. The 
25 Ib. half case contains 50 4 Ib. packages, 
packed in five display containers. Dealer cost is 9¥c. per package. In 
less than half cases cost is 10c. per package. Thirty pound cases, con- 
taining 24 1% |b. packages are offered at 19c, a package for 4 or more 
cases, 19¥4c. per package in case lots of 2 and 194 c. per package for 
case lot. For less than a case lot, price is 20c. per package. Twenty- 
five pound pails are sold to dealer at 12¥c. per lb. The Patent Cereals 
Co., Geneva, N. Y., is the maker. 














en 














Hubbell 
Convenience 


Outlet 


The Hubbell convenience 
outlet has solid composi- 
tion base, which is mois- 
ture proof. . By this con- 
struction the fibre back is 
eliminated. It has larger 
screws for holding No. 10 
wire, when desired. Bind- 
ing plates and screws are 
in deep pockets with 
heavy side bosses of com- 
position, well protected 
and insulated from side of 
wall and box. Wide Bake- 
lite barriers insulate the 
=| wiring cavity from the 

face plate. Tapped bush- 

ing from plate screw is 

grounded to mounting 
To give greater strength and rigidity 














strap, thus grounding the plate. 


and more accurate spring alignment it has mounting strap locked to 
Harvey Hubbell, !nc., Bridgeport, Conn., makes this outlet in 
Outlet has unique slot finders, in- 
Blades find their 


face. 
both single and duplex types. 
corporated in a Bakelite face of modernistic design. 
slots automatically and quickly, states the maker. 


Arrow Radio Outlet No. 2145 


Arrow Electric Div., The Arrow-Hart & 
Hegeman Electric Co., Hartford, Conn., manu- 
factures the Arrow Radio Outlet No. 2145. 
It provides aerial, ground and power connec- 
tion from a one gang outlet. Outlet fits all 
standard depth wall boxes and takes standard 
Bakelite duplex receptacle plates. It is all! 
Bakelite. Aerial, ground and power connec- 
tions are plainly marked on receptacle. To 
further insure correct connections, aerial and ground plug has blades 
set at an angle, preventing insertion in power slots of receptacle. Stand- 
ard plug cap furnished on radio fits the power slots only. Divider plate 
keeps aerial-ground and power circuits separated in wall box. ~ Box 
outlets have finding grooves for the plug prongs. 





Telescoping Gage with 
Handle in the Center 


Lufkin Rule Co., Saginaw, Mich., 
has announced a telescoping gage 
with handle in the center and two 
plungers, one telescoping into the 
other. By a slight turn of the knurled screw in the end of the handle 
it can be locked in the center of the plungers. To obtain measurement 
the plungers are compressed, then locked, after which gage is inserted 
into the hole. Upon release of the lock, plungers will expand to exact 


size of hole or slot. A slight turn of the screw will lock plungers, after 
which gage is removed for measure with micrometer. List prices are: 
T9A, ¥2 to 34 inch range, $1.80 each; 79B, 34 to 1% inch range, $2.10; 
79C, 1% to 2% inches, $2.40; 79D, 2% to 3% inch range, $3.00, and 
79E, range, 314 to 6 inches, $3.60. Red leatherette case for set of gages 
lists at $1.50. 79S is a set of one each of the above gages, packed in 
read leatherette. It lists at $14.40. 


Wodack Electric Dual 
Twist and Hammer Drill 


Wodack Electric Too! Corp., 4627 W. Huron St., Chicago, Ill., offers 
the Wodack electric dual twist and hammer drill. It is made for: the 
installation of expansion bolts or the drilling of holes up to 7% inch 
inch in stone, concrete or brick. It is said to require only one minute 
to drill a 9/16 inch hole 3 inches deep in concrete. In addition to op- 
erating as a hammer, it is a highly efficient rotary drill. with correct 
speed and power to provide maximum drilling efficiency over the entire 





range of sizes from 0” to 34” in metal and 4 inch in wood. The drill 
is an effective tool for grinding, scratching or buffing and permits the 
operator to sharpen tools and bits right on the job. List price is $98.50 
for 110 or 220 volt model. Equipment includes 15 ft. extension cord, 
2 piece plug. chuck kev. star drill turning wrench, 4 star drills, 5 twist 
drills and handsome metal carrying case with tray for drills and rcom for 
small tools. Wheel attachments are not included. 





Combination Electric 
Range and Refrigerator 


For the smaller and more compact apartment kitchenette this combina- 
tion electric refrigerator and electric range is offered by the Frigidaire 
Corp., Dayton, Ohio. The combination measures 55% inches high by 
26% inches wide and 23 inches deep. Cooking top of range is 43 
inches above the floor. It consists of an oven and two burner electric 
range, fitting snugly over the top of a compact refrigerator. The com- 





bination was designed particularly for the New York type apartment, 
the kitchenette of which must not exceed 30 inches in depth and 10 
feet in width, according to the building code of that city. Both units 
take current from a single electric cutlet. Refrigerator has food storage 
capacity of 3 cubic feet and shelf space of 5% square feet. Two ice 
trays, with capacity of 24 cubes, 2% lb. at a freezing are provided. 
Temperatures within the refrigerator are not affected by the heat of 
the range, as three inches of special insulation separate the two units. 
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The Chamberlain Company 
Announces Dealer Prices 


The Chamberlain Co., Pittsburgh, 
Pa., has announced that the following 
dealer prices became effective on Jan. 
1: “K-K” Closet Bowl Cleaner, 22 oz. 
cans, 1 doz. to case, $2 per doz.; 
“Tubola” Cleaner, 12 oz. cans, 1 doz. 
to case, $2 per doz.; “Desolvo” Sewer 
and Drain Pipe Cleaner, 12 oz. cans, 
packed one and two doz. to case, $2 
per doz. 


Week’s Price Average Was 
78.5 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 
Jan. 3 and based on Dun’s quotations, 
averaged 78.5 per cent. 

The December average was 79.6. 
The purchasing power of the dollar 
on a 1926 basis of 100c. was 127.4c. 
The December average was 125.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
69.1. The December average was 70. 
The yearly average was 78.3. 

The Italian index on the revised 
1926 basis for the week ended Dec. 27 
was 56.1, 


Bank Debits Increased 5 
Per Cent in Week 
Ended December 31 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the 
week ended Dec. 31, which included 
but five business days, aggregated 
$12,767,000,000, or 5 per cent above 
the total reported for the preceding 
week and 18 per cent below the total 
reported for the corresponding week 
of last year, which also included but 
five business days. 

Aggregate debits for 141 centers 


Several Factors Result 
In Improved Demand 


New York, Jan. 14.—Following 
the usual post-holiday lull in buying 
the holiday trade of the country is 
placing somewhat larger orders than 
in recent weeks. The increased activ- 
ity is apparent in most of the im- 
portant market centres, and in most 
instances, some improvement in gen- 
eral conditions has been reflected by 
the expansion of sales volume. One 
of the most encouraging signs of 
betterment in basic conditions is 
that many workers are resuming their 
jobs in several of the largest indus- 
trial centers. 

Another indication of the better 
tone now prevailing in the hardware 
industry is the good volume of busi- 
ness that is being booked in future 
orders for spring merchandise. 

It appears that inventories have 
disclosed the abnormally low state of 
stocks and have made the necessity 
of making replenishments obvious to 
the dealer. The price tendency has 
become more stable at the present 
low levels and buyers are not so cau- 
tious as they have been for some- 
time with respect to placing quantity 
orders. 

The credit situation has also 
shown some improvement since the 
first of the year and the average 
status of collections is deemed fairly 
satisfactory. 





for which figures have been published 
since January, 1919, amounted to 
about $11,918,000,000, as compared 
with $11,350,000,000 for the preceding 
week and $14,739,000,000 for the week 
ended Dec. 31 of last year. 


GENERAL MARKET 
NEWS orf tHe WEEK 





Simonds Saw and Steel Co. 
Reduces Cross-Cut Saw Prices 


The Simonds Saw and Steel Co., 
Fitchburg, Mass., announced on Jan. 
5, a 10 per cent reduction in the price 
of Crescent ground cross-cut saws 
and wide-band saws, throughout all 
parts of the United States. 

The chief reason advanced by the 
company for the reduction is to the 
effect that it is a move toward re- 
storing normal business conditions. 


Wholesale Price Index 
Declined Slightly in 
Week Ended Jan. 3 


The wholesale price index of the 
National Fertilizer Association con- 
sisting of 476 quotations, declined five 
fractional points during the week 
ended Jan. 3. During the preceding 
week the index number advanced two 
fractional points. The index number 
now stands at 78.8, compared with 
79.3 for the preceding week and 94.6 
for the corresponding week a year 
ago. (The index number 100 repre- 
sents the average for the three years 
1926 through 1928.) 

Of the fourteen groups comprising 
the index five declined, three ad- 
vanced and six were unchanged dur- 
ing the week. The groups that ad- 
vanced were metals, textiles and fer- 
tilizer materials. The gains in these 
three groups were very small. The 
largest decline was shown in the 
group of grains, feeds and livestock 
and there was also a pronounced drop 
in the group of fats and oils. 

The prices for eleven commodities 
advanced during the latest week, while 
thirty-one commodity prices declined. 
Included in the list of price advances 
were cotton, silk, potatoes, peanuts, 
sodium nitrate, copper, zinc, sheep and 
coffee. Among the commodities that 
declined were wool, lard, butter, pork, 
practically all grains, silver, hides, 
rubber and rosin. 
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Freight Car Loadings Declined 
13.1 Per Cent During 1930 


Revenue freight loadings totaled 45,- 
887,413 cars during the year 1930, ac- 
cording to the complete reports issued 
by the Car Service Division of the 
American Railway Association. 

This was a reduction of 6,940,512 
cars, or 13.1 per cent under the num- 
ber of cars loaded in 1929, and a de- 
crease of 5,702,474 cars, or 11.1 per 
cent under 1928, it was asserted. 

Total loadings by commodities for 
the year compared with 1929 follow: 
Grain and grain products, 2,265,925 
cars, against 2,396,195 cars in 1929; 
livestock, 1,285,245 cars, against 
1,419,191; coal, 7,951,868 cars, against 
9,095,271; coke, 487,152 cars, against 
634,427; forest products, 2,368,419 
cars, against 3,248,408; ore, 1,644,725 
cars, against 2,281,566; merchandise 
less than carload lot freight, 12,201,- 
445 cars, against 13,205,698, and mis- 
cellaneous freight, 17,662,634 cars, 
against 20,547,169. 

For the week ended Dec. 27 loading 
of revenue freight amounted to 538,- 
419 cars, a decrease, due to the Christ- 
mas holidays of 175,391 cars com- 
pared with the preceding week. It 
also was a decrease of 100,970 cars 
compared with the corresponding week 
in 1929 and a decrease of 129,555 cars 
under the same week in 1928. 





Bank Clearings Declined 
In Week Ended Jan. 1 


Bank clearings in the United States 
for the week ended Jan. 1, a holiday 
week, as reported to Bradstreet’s 
Journal, aggregated $8,037,303,000, as 
against $7,737,848,000 last week and 
$10,964,886,000 in this week last year, 
both of which were also holiday 
weeks. There is here shown an in- 
crease of 3.8 per cent over last week 
but a decrease of 26.6 per cent from 
the like week of 1929. Canadian clear- 
ings aggregated $236,606,000, against 
$214,908,000 last week and $288,525,- 
000 last year. 


Wholesalers Distribute 80.4 
Per cent of Firearms 
Sold In United States 


(From Our Washington Bureau) 

Firearms manufacturers sell their 
products. principally through the 
wholesale market channel. Of the 
1929 sales, aggregating $21,335,000, 
purchases by wholesalers represented 
80.4 per cent or $17,153,000, while 18.8 
per cent or $4,013,000, constituted 
sales to retail establishments not con- 
nected with the plants reporting to 
the Bureau of the Census, and to in- 
dustrial and other larger consumers. 
Only 0.8 per cent or $169,000 repre- 
sented purchases by home consumers. 
Sales through manufacturers’ agents, 
selling agents, brokers and commis- 





sion houses amounted to 7.5 per cent 
or $1,604,000. 

Total sales of the firearms industry 
do not agree with the total produc- 
tion as reported by the Census of 
Manufactures, but this difference, 
amounting to $635,367, is accounted 
for by the fact that contract work— 
labor performed on materials owned 
by others—done by: various manufac- 
turers was not included in the total 
sales. 

The establishments classified under 
the industry designation “Firearms” 
are those engaged primarily in the 
manufacture of rifles, revolvers, pis- 
tols, stocks and parts. There were 21 
such establishments included in the 
report. 





Commercial Failures In 1930 
Established New High Record 


Commercial failures in December 
exceeded in number those of any pre- 
vious December, and in amount of 
liabilities they were greater than ever 
were reported for any other month 
except March, 1924, according to 
tabulations of reports made to R. G. 
Dun & Co. The figures for December 
raised the totals of failures and 
liabilities for 1930 to unparalleled 
amounts, according to the mercantile 
agency. 

In December 2525 failures were re- 
ported, with aggregate liabilities of 
$83,683,361. The previous maximum 
month in 1930 was June, with $63,- 
000,000 in liabilities, although Janu- 
ary of the same year showed $61,000,- 
000. The report said that even in 
normal years December showed an up- 
turn in insolvency, and remarked that 
in December, 1929, liabilities were 
$67,465,114, which was more than in 
any month in 1930 except December. 
This sum, however, was 23 per cent 
less than the total for last month. 

Defaults for the whole year 1930, 
Dun & Co. report, numbered 26,355, 
exclusive of banks. Total liabilities in 
these failures were $668,283,842. 

The following table compiled by 
Dun & Co. shows the liabilities by 
months for last year and 1929: 





1930 1929 

Be $61,185,171 $53,877,145 
February ...:. 51,326,365 34,035,772 
OS gor oe aS 56,846,015 36,355,691 
. tee 49,059,308 35,269,702 
cga<ss ese 55,541,462 41,215,865 
UNG AG BS ssc #5 63,130,762 $1,374,761 
| See 39,826,417 32,425,519 
eee 49,180,653 33,746,452 
September .. 46,947,021 34,124,731 
oO — ae 56,296,577 31,313,581 
November . 55,260,730 52,045,863 
December ..... 83,683,361 67,465,114 
RNA ke oes $668,283,842 $483,250,196 


The 26,355 failures in 1930 compare 
with 22,909 in 1929, 238,842 in 1928, 
and 23,146 in 1927. Every month in 
1930, with the exceptions of August 
and September, showed failures in ex- 
cess of 2000, where in the three previ- 
ous years only January and December 
of 1929, January, February, March, 
May and October of 1928, and Janu- 
ary, February, March and December 
of 1927 were above this figure. 


Number of Business Failures 
Increased Week Ended Jan. 3 


Continuance of the high rate of 
business failures for the past year 
was reported by the business reviews 
for the week ended Jan. 3. As is 
usual, the number of defaults in- 
creased with the close of the year. 

R. G. Dun & Co. reported 542 de- 
faults for the five-day week, com- 
pared with 457 the preceding week 
and with 501 in the same week of 
1929. Bradstreet’s review showed 497 
failures, against 451 a week ago and 
407 in the same week a year ago. All 
figures represent increases over re- 
cent weekly periods. 

Canadian failures totaled 49, 
against 53 a week ago and 52 in the 
same week of 1929. 

There was a noticeable decline in 
the percentage of failures in the 
smaller businesses, the number fall- 
ing to 66.5 per cent of the total num- 
ber reported from 69.8 per cent. The 
next larger class of businesses, those 
using from $5,000 to $20,000 of cap- 
ital, showed an increase in number of 
failures, the percentage being 18.9, 
against 16.6 a week ago. 

New England, the Western and the 
Far Western sections of the country 
were the only ones to show a decrease 
in the number of defaults reported, all 
other areas indicating increases in 
varying degrees. The Middle Atlantic 
area had the largest increase. 


Twelve Million Wired Homes 
Are Not Equipped With Radios 


To prove that.the saturation point 
has not been reached in radio, W. J. 
Zucker, vice-president of the Stewart- 
Warner Corporation, cites the fact 
that there are twelve million homes 
in the United States wired for elec- 
tricity, but not equipped with radios. 

Here, as in many other aspects, he 
contends the radio business resembles 
the automobile industry. “As long ago 
as 1912 it was contended that all the 
people who could, or would, buy cars 
had bought them. But car manufac- 
turers continued to improve designs 
and to produce néw models. The num- 
ber sold year after year kept on in- 
creasing. A survey made recently in 
a typical midwestern city showed that 
one person out of every four owned 
a car, yet automobile manufacturers 
are making even more ambitious plans 
for 1931 production. 

“In radio, the Government Census 
shows that there are now many homes 
without sets. Of these some twelve 
million are wired for electricity and 
numerous projects under way for the 
development of high power lines and 
an extension of electrification in 
widespread rural districts will un- 
doubtedly raise this number in 1931.” 
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Industrial Club of St. Louis Sponsors “ Build Now” 


Program to Stimulate Construction 


statement in which the Indus- 

trial Club of St. Louis through 
its director, George C. Smith, de- 
clared that the St. Louis district must 
depend upon a revival of building to 
bring about a return to normal busi- 
ness conditions, the club published the 
first of a series of advertisements in 
St. Louis newspapers for the purpose 
of bringing about such a revival. 

“Let’s Bririg Back Prosperity Now” 
is the heading of the first advertise- 
ment, which declares that “charity- 
almsgiving, beneficent and necessary 
though it be, is no cure for the eco- 
nomic evils which assail us.” After 
a preamble, the advertisement declares 
that “most far-reaching of all useful 
activities in the restoration of em- 
ployment is the construction indus- 
try,” and continues: 

“New building, and the extension 
and repair of existing buildings, 
create jobs quicker and in a bigger 
way than anything else. Such ac- 
tivity—when the manufacture and 
transportation of materials as well as 
their erection is considered—is about 
80 per cent labor. Is it not better to 
spend money to create such useful jobs 
than to spend it for ‘doles’ or charity 
or the support of an army of idle 
workers? 

“Today is bargain time in the con- 
struction industry. Prices are. down 
about 20 per cent. You can get more 
now, pay less for it, and have the 
work done quicker than at any time 
in recent years. Such a condition is 
temporary. It cannot last. Already 
there are signs of a turn. To take 
advantage of this condition it is nec- 
essary to act immediately. 

“The directors of the Industrial 
Club, representative business men of 
this community, see these facts very 
clearly. In their own respective busi- 
nesses they are spending their money 
liberally—as a matter of good busi- 
ness—to extend manufacturing and 
warehouse facilities, make repairs, 
install new machinery and get ready 
for the upturn of business which is 
near at hand. In and around their 
own homes they are likewise doing, 
at today’s prices, all the construction 
and repair work possible. 

“But they are only a few. The sit- 
uation is open to all. Why not take 
advantage of it? Entire homes can 
be built today at bargain prices. The 
new roof that your present home 
needs; that reflooring job; the extra 
bathroom or wider porch you have 
long desired; the repainting or deco- 
rating; the weatherstripping that 
would save its cost in fuel—these and 
a hundred things like them would 
prove a money-saving investment for 
you and give someone a needed job! 

“Here is something definite—some- 
thing practical and personally profit- 


Pi ststement i the issuance of a 


able—that thousands of people can do 
—now !—to relieve unemployment, and 
to help bring back prosperity. Do it! 
Put your home, factory or business 
building in first-class condition now 
at bargain rates. See your own ar- 
chitect, builder or contractor today!” 

Mr. Smith states that a partial sur- 
vey by the Bureau of the Industrial 
Club reveals that building operations 
in the St. Louis district during 1931 
will require expenditures of about 


$113,000,000, including $7,800,000 for 
Government buildings at St. Louis and 
Scott Air Field; $6,000,000 for river 
improvements; $7,555,000 for State 
and county improvements; $10,970,000 
for city, street and sewer improve- 
ments; $6,295,000 for schools and hos- 
pitals; $28,245,000 for 19 other build- 
ings and the Illinois Terminal System 
improvements, the Bagnell dam proj- 
ect of the Union Electric Light & 
Power Co., and the pipe line terminal 
at Cahokia of the Phillips Petroleum 
Co. These will be increased, he said, 
by budgets of public utilities and rail- 
roads not yet announced. 
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Cites Reasons for Opposing Tax 


(Continued from page 33) 


channels than is spent by those in the 
large income classes. 

10. It differentiates between com- 
modities and service. Professional 
men are really in business just the 
same as the merchant, only the wares 
they sell are not actually commodi- 
ties, but services and, therefore, ex- 
empt. The lawyer, doctor, public ac- 
countant, architect and many others 
go untaxed. 

11. It is not a tax based on ability 
to pay. It is effective in times of de- 
pression as well as in periods of pros- 
perity. It is based on sales regard- 
less of profit or loss. 

12. Once there is a sales tax en- 
acted there is nothing to prevent suc- 
ceeding State legislatures from in- 
creasing the rate of taxation when 
they are confronted with the problem 
of raising additional State funds. 

18. It taxes luxuries on the same 
basis as necessities, placing upon the 


latter commodities an unfair propor- 
tion of the burden., 

14. In thousands of instances it 
will be impractical to pass the tax on 
to the consumer, thus making it neces- 
sary for the retailer to pay the tax 
out of his own pocket. 

It is pointed out that the tax is 
based on volume and not on profit 
and that a merchant whose business 
is operated at a loss is taxed to the 
same extent as one operating at a 
profit and able to pay. 

It is distinctly class legislation. A 
merchant doing $100,000 annually on 
a net profit of 5 per cent will be re- 
quired to pay 20 per cent, or one-fifth 
of his profit, in retail sales tax. Ex- 
perience in other States, mostly in 
the South, are set out and in each in- 
stance it is pointed out that the re- 
sult has been bad for the retailing 
business. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 


CHICAGO, Jan. 13. 

HOUSANDS of workers are go- 

ing back to work. With the sec- 

ond week of 1931 came this first 
definite evidence of the long-expected 
upturn. In the Chicago district the 
railroads are furnishing most of the 
re-employment. In Detroit, where 
22,000 men have been recalled to the 
pay-roll, it is the automobile indus- 
try. Other industrial centers in the 
Middle West are showing similar signs 
of activity. In the railroad field 
some of this employment is tentative 
or temporary. Seven thousand men 
are returning to half-time work in the 
mechanical and car departments of 
the Chicago & North Western; about 
fifty per cent of them are in Chicago. 
The Santa Fe has 357 miles of re- 
placement rails to lay; this job will 
require a force of 3000 men from an 
early date until August. The same 
system has a $6,000,000 building pro- 
gram under way in the Southwest. 


EMPLOYMENT CONDITIONS 


Unemployment, however, is still 
widespread. Chicago charitable or- 
ganizations are swamped with work 
and their funds are running low. 
Many volunteer workers have been 
called to the charity colors. Of the 
$5,000,000 fund to be raised in Chi- 
cago, $1,775,000 remains to be sub- 
scribed. Judging by the apparent 
needs now, charity experts say the 
supply of money in sight is still in- 
sufficient. Managers of the campaign 
are devising plans for its intensifica- 
tion. Some rather drastic measures 
are being considered. The campaign 
is taking on the aspects of a war- 
drive. Names of non-contributing 
firms may be posted. However, five 
hundred concerns have not yet been 
solicited. Those in charge of the drive 
express disappointment at the results 
to date. 


SAVINGS DEPOSITS HIGH 


Nevertheless, the banks are bulging 
with money. Millions of dollars, ap- 
parently, are also among the “job- 
less.” With the turn of the year Chi- 
cago banks were shown to be in the 
strongest cash position in the whole 
history of local banking. Illinois now 
leads all States in savings deposits, 
according to the report of the comp- 
troller of currency; the total for the 
State is $1,106,690,000; Ohio comes 
next with $1,098,985,000; New York, 





AT A GLANCE 


The fact that thousands of 
workers are going back to 
their jobs is considered the 
first definite indication of the 
long expected upturn. 

* % & 


Unemployment, however, 
still constitutes a critical prob- 
lem. Figures shown in the 
November report of wholesale 
trade issued by the Federal 
Reserve Board show a substan- 
tial decline in hardware sales. 

* % #& 

Savings banks deposits in 
Illinois aggregate a higher 
total than in any other State 
in the Union. Sluggishness of 
money and not the lack of it 
is the adverse factor in the 
Chicago territory. 

* % # 

Tools are fairly active. 
Dairy wares and poultry sup- 
plies are in good demand. 
Glass substitutes are moving in 
excellent volume. 











third, with $349,186,000. Illinois also 
leads in the number of individual sav- 
ings accounts, 3,754,254, or almost ex- 
actly one-half the State’s population. 
Sluggishness of money, not the lack 
of it, constitutes the financial rub in 
this part of the country. 


WHOLESALE TRADE 


Figures compiled for the Seventh 
Federal Reserve District show that in 
November wholesale hardware trade 
fell off 30.9 per cent as compared with 
the same month of the year before. 
Stocks were down only 16.1 per cent. 
Collections showed a recession of 28.6 
per cent, virtually paralleling the drop 
in net sales. Accounts outstanding 
were 19.9 per cent below those of No- 
vember, 1929. The ratio of accounts 
outstanding to net sales was 259.3. 
Electrical supplies were the only 
other line that showed a sharper fall- 
ing off in sales volume for the month, 
or a decrease of 38.3 per cent. Other 
lines showed the following decreases 
for the same month: Dry goods, 28.6 
per cent; shoes, 17.5 per cent; drugs, 
16.7 per cent; groceries, 13.7 per cent. 


Signs of Upturn Are Apparent 
out Workers Are Resuming Jobs 


TOOLS FAIRLY ACTIVE 


Hammers, hatchets and other tools 
have been selling rather better than 
usual at this season. Values are re- 
markably attractive to the consumer. 
These have been made possible by the 
severe price cuts that have gone into 
effect successively on many of the 
more popular selling grades and pat- 
terns, induced originally and subse- 
quently by the eargerness of some 
manufacturers to become factors in 
the mail-order field and the sacrificial 
willingness of others to meet such 
competition through the regular retail 
channels, with the consequence that 
dealers and jobbers have been obliged 
to feature hatchets and hammers as 
“leaders.” Though they have demon- 
strated their ability to compete, prof- 
its in-the lines affected hover around 
the vanishing point. 


OTHER ACTIVE LINES 


Wood screws are fairly active. 
Dealers are now offered handy “pound 
packages” of mixed screws for sale to 
householders and farmers on a profit- 
able ten-cent basis. These are arous- 
ing considerable retail interest. At 
the same time demand continues for 
gross packages of separate sizes. 
Prices seem steady after the recent 
advance. Dairy wares and poultry 
equipment are resuming their sea- 
sonal activity. Netting volume is 
good and getting better as mid-Janu- 
ary approaches, since the traveling 
salesmen are vigorously pushing fu- 
tures. Competition from imported 
poultry netting, featured by the mail- 
order houses, continues to be felt, al- 
though the product is considered in- 
ferior. 


GLASS SUBSTITUTES 


Glass substitutes are looming large 
in the winter sales records of jobbers 
and dealers. The growing usefulness 
of waxed cloth in rolls and wire-rein- 
forced transparent fabric as substi- 
tutes for glass is more apparent than 
ever. They are used chiefly for sun- 
lighting poultry houses, porches, ga- 
rages, outbuildings and small conser- 
vatories. Prices for 1931 on insecti- 
cides are now available; orders bear 
June 1 dating and are deliverable any 
time after Jan. 1. Denatured alcohol 
and other anti-freeze solutions are 
moving normally, although the recent 
spell of mild mid-winter weather had 
some tendency to reduce the demand. 
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(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Jan. 13. 


ARLY reports from sales repre- 
K sentatives of jobbing houses in 

this territory indicate the book- 
ing of a fair volume of orders for 
future delivery. Among the most 
prominent items now being ordered 
for spring movement are wire cloth, 
poultry netting, screen doors and win- 
dows, and step-ladders. In many cases 
retailers are rather hesitant about 
making commitments at this time, in 
view of some factors in the business 
situation, but carry-over stocks are 
rather low and, with inventories of 
both manufacturers and jobbers also 
considerably reduced, retailers occa- 
sionally find ft difficult to get quick 
delivery. 


CURRENT DEMAND 


Current movement of hardware 
items is rather light and sales have 
naturally declined sharply with the 
end of the holiday season. The 
weather has not been sufficiently cold 
to develop the proper movement of 
cold weather items, and both jobbers 
and retailers now face the possibility 
of a considerable carry-over of such 
goods. However, a protracted cold 
spell would still stimulate the trade 
to quite an extent. : 


PRICE REVISIONS 


Price changes during the week have 
been principally in the form of re- 
ductions, although a few advances 
have been announced. A maker of 
brick trowels has moved up its quota- 
tions about 15 per cent effective im- 
mediately, and white enamel kitchen 
sinks have been advanced from $4.25 
to $5 each for the 18 in. x 30 in., or 
standard size. The Crescent Ground 
line of cross-cut saws has been re- 
duced approximately 10 per cent in 
price in an effort to stimulate activity 
in the lumber industry. 

Following an earlier effort to re- 
affirm ammunition prices for forward 
buying, a leading maker has reduced 
the line about i0 per cent, while guns 
and rifles are also lower. Quotations 
on hatchets and hammers have de- 
clined on a few individual items, and 
the Lovell line of clothes wringers 
has been reduced on Nos. 50, 51, 61 
and 71. A new price list recently is- 
sued by the Staniey Rule & Level Co. 
shows minor readjustments on a num- 
ber of the leading items. 

In line with the general tendency 
to bring out less expensive products 
with the same qualities as larger 
items, an addition has been made to 
the Grand Rapids line of carpet 
sweepers, designated as the apart- 
ment size, which will be sold by the 
jobbers at $38 each. Nail prices are 


PITTSBURG 





AT A GLANCE 


Reports from wholesalers 
indicate that a fair volume 
of future orders are being 
booked for later delivery. 
Wire cloth, poultry netting, 
screen doors and windows and 
stepladders are among the 
prominent items. 

* 8 # 


The current movement 
of hardware merchandise is 
rather light. Mild weather 
has retarded the movement 
of seasonal goods. Cold 
weather is needed to stimulate 
the demand. 

e 8 * 


Several price changes have 
recently become effective. 
While the revisions have 
principally been of a down- 
ward character, in a few in- 
stances, advances have been 
announced. 

* 8 *& 


Conditions in the steel 
industry, while reflecting 
some recent improvement, still 
leave something to be de- 
sired. Employment conditions 
have improved considerably. 














holding fairly well at $2.15 to $2.20, 
and discounts on pipe are well main- 
tained. Bolts and nuts out of job- 
bers’ stocks also reflect stability. 


STEEL INDUSTRY 


Conditions in the steel industry, 
while reflecting the improvement of 
increased specifications since the first 
of the month, still leave something to 
be desired. Ingot operations have 
risen above 40 per cent, having come 
back to the levels which prevailed be- 
fore the drastic December curtail- 
ment. 

Finishing mill schedules are gen- 
erally higher, although tin plate units 
are about the only group which are 
running at better than 50 per cent. 

Releases from the automobile in- 
dustry have been rather helpful to 
sheet, strip and bar makers in the last 
few days. The building industry is 
also an important factor, and some of 
the benefits to be derived from stimu- 
lation of public works construction 
are now being helped by the steel in- 


Future Orders Fairly Active 
* i 
¢ Some Price Revisions Effective 


dustry. Considerable railroad buying 
has occurred in the last few days, and 
the Eastern railroad consolidation 
plan recently suggested would bring 
considerable business from the East- 
ern roads if it would be effected 


EMPLOYMENT 


Employment conditions have im- 
proved considerably since the first of 
the year. Steel mills are pursuing 
their usual policy of staggering labor 
in an effort to keep as many persons 
as possible partly busy, and with 
most of the mills running at least part 
of the week the condition is not en- 
tirely unsatisfactory. 


COLLECTIONS 


Jobbers are again giving collections 
careful attention, but money is rather 
searce and considerable adjusting is 
expected before normal conditions are 
resumed. 


1931 Motor Car Prices Show 
Downward Trend at 
New York Show 


From a study of the price schedules 
announced for the cars at the New 
York Show the impression is inevit- 
able that the trend of prices is down- 
ward. At least a dozen lines offer a 
majority of models at prices under 
those that prevailed a year ago. 

In some instances these reductions 
apply uniformly to every model in 
the line. In others the reductions vary 
with the models and in a few cases 
incregsed prices on a model or two 
are found in a line that has been re- 
duced as a whole. The price cuts 
range from $20 to more than $300. 

Among the lines on which several 
or a majority of models are priced 
lower than the corresponding models 
last year are: Dodge, Chrysler, Chev- 
rolet, Hudson, Essex, Oakland, Pon- 
tiac, Plymouth, Nash six, Studebaker 
six, and Willys six. 

In a few isolated cases, chieflv 
among low-production lines, prices 
have advanced, but in very few cases 
is this true of every model in the line. 

The generalizations made are based 
in the majority of cases upon the 
lowest-price models in each line. 

Behind these reductions may be 
found two factors. First of all has 
been the desire to stimulate sales for 
the individual lines. Secondly, the re- 
ductions are in sympathy with the de- 
cline in the cost of raw materials, and 
the manufacturers, by passing on 


these savings to the consumers, have 
embraced the opportunity to hasten 
the return of general prosperity. 
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MEMPHI 


(Memphis office of HARDWARE AGE) 
MEMPHIS, Jan. 13. 
N the midst of uncertainty and 
I financial hysteria, Memphis banks 
are demonstrating their inherent 
fundamental soundness by declaring 
regular and in some cases extra divi- 
dends to stockholders. 

There is no better proof of the sta- 
bility and integrity of our financial 
institutions than their continuance of 
normal activities in the face of strin- 
gent and even adverse business con- 
ditions. 

Memphis is fortunate in having 
sound banks and sane bankers who 
are safeguarding the reputation of 
the financial capital of the Tri-States. 
To the depositors, the citizenry of 
Memphis goes credit also for refusing 
to become stampeded by the near- 
panics elsewhere. 

The Jan. 1 statements of the banks 
of Jackson, Miss., show them all to 
be in a wonderful state of prosperity. 

Jackson is one of the strategical 
points in the Memphis trade territory 
and their present condition is a very 
strong expression of their ability to 
take care of the financial demands 
of their section, which is no small 
part of the trade territory of the 
great Tri-States. 


POSTAL RECEIPTS 


In a statement issued by the local 
postmaster at the close of business 
Dec. 31 the total receipts for the year 
are given as $2,390,000. This is a 
decline of about 11 per cent compared 
with 1929. 

There were 66,000,000 pieces of in- 
bound first class mail and 73,000,000 
pieces of outbound first class mail 
and a total of 1,661,000 packages 
handled, the latter showing an in- 
crease of 409,000 packages. 

This record reflects a very satis- 
factory year in postoffice circles. 

The new $3,000,000 Memphis Cus- 
toms House is now showing tangible 
form and should be completed within 
the next six months. 


BUILDING PROGRAM 


The building program now set for 
the year 1931 for the city of Memphis 
calls for expenditure approximating 
$8,000,000. These figures do not in- 
clude buildings now under construc- 
tion. 

Contractors’ predictions are that 
this city will have about a normal 
year in building operations. It is 
their prediction that the peak of the 
depression will be passed by early 
spring, when many more new resi- 
dences in the city and suburbs will 
be started. 

This conditions augurs well for the 
unemployment situation in this sec- 





AT A GLANCE 


The soundness of Memphis 
banks is being exemplified by 
the fact that regular, and in 
some instances extra dividends 
are being declared. Annual 
statements of the banks of 
Jackson, Miss., also show them 
to be in a prosperous condi- 


tion. 
* £ & 


Memphis postal receipts for 
1930 show a decline of about 
11% as compared with 1929. 
Contractors expect a normal 
year in building operations. 

* % # 


Reports from several sec- 
tions of the Memphis trade 
territory disclose a healthy 
condition with indications 
pointing to an improvement. 


+ & 


Several price revisions of 
varied importance have re- 
cently become effective. Cross 
cut saws and ammunition have 
declined 10%. 











tion and also justifies the predictions 
that trade will begin to hum here be- 
fore the middle of the year. 


REGIONAL CONDITIONS 


From the thriving little city of 
Dyersburg, Tenn., comes the welcome 
report that all is buoyant with ex- 
pectancy for the future of this year, 
and as this comes after the finish of a 
very successful and satisfactory year, 
it looks good for old Dyer. 

The drought did not take so great 
toll in Dyer as in other sections of 
this territory and crops were very 
fine up there. 

There is at present no unemploy- 
ment and with the textile mills of 
the Cotton Products Co. in full swing 
and with the construction activities 
of the municipal airport actually 
starting, there is no fear of curtail- 
ment of incomes and all indications 
point to good trade and prosperity 
in that field. 

Leaders in Jackson say there is 
every reason to believe the progress 
that has marked that section during 
the past few years will be continued 
and that during the months ahead in 
this year there is certain to be great 
expansion in industry, commerce and 


Bank Conditions Are Sound and Sane 
s Prices Are Showing Seasonal Change 


agriculture. Agricultural authori- 
ties are strong in the belief that 
farming conditions will be very much 
better and that the year will result 
better for farmers in Madison and ad- 
joining counties. 

Prospects for building in the city 
proper are very bright, with approxi- 
mately $500,000 in building permits 
now in sight. 


NORTH EASTERN ARKANSAS 


From Jonesboro, Ark., comes the 
glad tidings that all signs point to 
prosperity in that section. A new 
rice mill has been successfully started 
and is in operation, giving employ- 
ment to a number of men. A cheese 
factory is planned and work is ex- 
pected to start at once. An exten- 
sive highway program and contem- 
plated street paving are other favor- 
able features. This section is an- 
other fine feeder for the Memphis 
trade territory. 


ARKANSAS PROSPERITY 


From Little Rock comes the great 
news that sixty millions are to be 
spent in expansions during the year. 
A substantial rejuvenation of general 
business and employment of thou- 
sands of woodmen in one of the most 
auspicious building programs con- 
templated in many years is announced 
by State officials as the State’s dona- 
tion to the cause of prosperity. 

The State highway program, which 
contemplates expenditures of more 
than $20,000,000, is scheduled to be 
under way before March 1 and will 
give employment to thousands of 
men. “s 
Arkansas prosperity seems to be 
just around the corner. 


PRICE REVISIONS 


If there are price changes on the 
schedule of manufacturers, they are 
usually announced around Jan. 1, and 
this year is no exception. 

There are many price changes of 
varied importance announced, but 
those of extreme importance are 
loaded shells and metallic ammunition 
and cross-cut saws. In the latter, 
both Atkins and Simonds quote a 10 
per cent decline and it is presumed 
that other manufacturers will fall in 
line at once with a similar decline. 

The decline on ammunition is also 
10 per cent and is understood to be 
general on all lines of manufacture. 

Prices on screen wire and poultry 
netting so far are holding firm, al- 
though we hear of some cutting on 
the part of distributors. 

Farm implements, bolts, clevises, 
etc., are showing considerable firm- 
ness in prices and some activity in 
sales. 
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ATLAN 


Trade Shows Signs of Improvement 
$ Collections Continue Noticeably Slow 


(Atlanta office of HARDWARE AGE) 
ATLANTA, Jan. 13. 


evidenced many signs of improvement, and progress has been somewhat 


G ‘eritenced with the new year, business with local hardware jobbers has 


better than was expected. 


The demand, of course, is far from being up 


to the usual mark for this time of the year, and orders are small with dealers 
buying conservatively. Plow goods and farming tools of all kinds are showing 
fairly good movement at this time, together with handled hoes, cotton rope, 


bolts and gardening tools. 


The usual attitude of confidence in a better 1931 is not lacking as the new 
year makes its debut, and both dealers and jobbers in this territory are backing 
faith and courage with well persistent effort to bring about better times during 


the coming twelve months. 


Such a period of readjustment as we are experienc- 


ing at this time has its advantages in helping to eliminate unsound business 


practices and leads to greater efficiency in production, sales and service. 


The 


strain of times has undoubtedly stimulated us to clearer thinking and planning, 


and we will gradually emerge better for the experience. 


Hardware dealers, both 


jobbers and retailers, will no doubt find themselves in better condition twelve 
months from now than they have been in years. 

Collections in this district continue to be noticeably slow. While there have 
been a few bank failures is this immediate territory, most of our banking insti- 
tutions are believed to be on a sound foundation, but are cautious of loans 
and are pursuing very conservative policies. 


PRICES QUOTED ARE JOBBERS’ PRICES TO RETAILERS, F.O.B. 


ATLANTA, GA. 
BACK BANDS 


No. 79, $2.75 per doz.; No. R-19, 
$2.00 per doz.; Humane, $4.00 per 
doz.; No. 24, $5.00 per doz.; No. 600, 


$4.00 per doz. 


BACK BAND WEBBING 


No. 0-4 in., $4.00 per 100 ft. roll; 


No. 0-5 in., $5.00 per 100 ft. roll. 
BARB WIRE 
Per 80 
Rod Roll 
SB OMG GRO oo cia seeeisaees $2.4 
ag SS ee ee eee 2.65 
BG, REEIO ebb beds coeoeaens es 3.30 
DO WE ac ios Sani ee coves vee 3.50 
BATTERIES 
Ever-ready, No. 705, 19%4c. each; 
No. 790, 18c. each; No. 791, 13c. each; 
No. 935 and No. 950 unit cells, 64c. 
each. 
Ray-O-Vac, No. 231, 19%4c. each; 
No. 221, 13c. each, No. 121, 18c. each; 
No. 1 and No. 2 unit cells, 6%c. 


each. 


BOLTS AND NUTS 


Carriage and machine bolts, list less 
60 per cent. Stove bolts list less 70 
per cent. Hot and cold pressed nuts, 
list less 50 per cent. 


BROOMS 


No. 26, 5 string heavy, $6.00 doz.; 
No. 22, 4 string, $4.50 doz. Split 
rattan 14 in. push broom with han- 
dles, $7.50 doz. 


BUSH HOOKS 
Bloods Axe.—Handled, $15.00 per 
doz. 
CHURNS 
No. 40 Dazey, $22.50 per doz.; No. 
60 Dazey, 6.75 per doz.; No. 80 
Dazey, $31.41 per doz. 
CLEVISES 
Per Doz. 
No. 2810 Straight end, 2 horse.. $1.20 
No. 2805 Straight end, 1 horse.. an 
No. 2820 Twist end, 2 horse. 1.50 


No. HI Twist end, 1 horse...... -75 
No. 2832-C—8 hole cross clevise 1.75 
No. 2949x3—3 hole cross eaten 1.20 
No. 2834 Wood beam clevise.. 1.10 








No. 2837 Wood beam clevise.... .90 
No. 9959 Wood beam clevise 2 
SROENG? §. Siren ote alae hres 4.00 


CLOCKS 
Big and Baby Ben, plain, $2.29 each; 


Big and Baby Ben, luminous, $3.16 
each; Big and Baby Ben, DeLuxe 
plain dial, $2.64 each; America plain, 


$1.05 each; Pocket Ben watches, plain, 


$1.05 each; Pocket Ben watches 
luminous, $1.58 each. 
CORN POPPERS 
No. 1-C, $1.25 per oe No. 1-CR, 


$1.35 per doz.; No. 3-MB, $3.00 per 
doz.; No. 4-S, "$4. 00 per doz. 


COTTON COLLARS 


Old Beck, $6.00 per doz.; Lankford, 
$10.00 per doz.; Lankford, Jr., $8.00 
per doz.; Samson, $13.20 per doz. 


DRAG SCRAPES 


No. 1 with runners, $7.50 each; ae 
2 with runners, $7.25 each; 3 
with runners, $6.50 each. 


GLASS CUTTERS 


No. 024 Red Devil, 
Lenox, $1.50 per doz. 


HAMES 
No. 61 Lone Star, $16.00 per doz. 
pairs; No. 161 Lone Star, $12.50 per 
doz. pairs. 


$1.50 per doz. 


HINGES 
Per Doz 
A te, BOOS DATED occ kbs devs v2 $1.00 
G inh. TROGVE BTAD occ cence 1.25 
© te THOR Sta oi cass ec. 1.50 
ee eee 2.00 


HOES 


6-in. regular cotton, with 414-ft. 
handle, $6.85 per doz.; 7-in. regular 
cotton, with 5-ft. handle, $8.05 per 
doz.; 8-in. regular cotton, with 5-ft. 
handle, $8.75 per doz.; 6-in. light cot- 


ton, with 4%-ft. handle, $6.50 per 
doz.; ; T-in. light cotton, with 5-ft. 
ns $7.70 per doz.; 8-in. light cot- 


ton, with 5-ft. handle, $8. 40 per een. % 
6%4-in. st. shank cotton, with 414-f 
handle, $7.20 per doz.; 7-in. st. ‘qaaks 
cotton, with 5-ft. handle, $8.05 per 
doz.; 8-in. st. shank cotton, with 5-ft. 
handle, $8.75 per doz. 





LAMP BURNERS 
No. 1 Premier, 85c. per doz.; No. 


2 Premier, 95c. per doz.; No. 2 Queen 


s 


Anne, $1.45 per doz. 
LAMP WICKS 
No. 1, 90c. per gro.; No. 2, $1.25 
per gro. 
LANTERNS 
Per Doz. 
No. 2 Blizzard Reg. Fount..... $13.50 
No. 2 De Lite Reg. Fount...... 13.50 
No. 2 De Lite Large Fount.... 14.75 
DARIO WORE 16 ccs kscSecdievine 8.75 
LOGGING TOOLS 
Logging Dogs.—No. 1, $4.50 per 
doz.; No. 2, $6.00 per doz.; No. 3, 


$7.00 per doz. 


Steel Swivels.—% in., $2.75 per doz.; 


\% in., $4.00 per doz.; % in., $6.00 per 
doz. 

Grab Hooks.—5/16 in., 10c. each; 
% in., 15c. each; 7/16, 20c. each; 


% in., 25c. each. 
Skidding Tongs.—% in., 
1 in., $4.50 each. 
Load Binders.—$2.25 each. 
Cant Hooks.—2% x 4%, $24. 00 per 


$4.00 each; 


doz. os 
Cant Hook Handles.—41% qt., $7.50 
per doz. 
POST HOLE DIGGERS 
$14.50 and up. 
POTATO HOOKS 
Per Doz. 
4BOL, 4 tine........-...---. $9.10 
Sie Ok GoESs os cic ces aiyers 11.50 
6BO in i rr ese 12.40 
4B O BH, 4 time ...0.....cecccenes 11.10 
ROOFING 
1-ply, smooth surface, 87c. per roll; 
2-ply, smooth surface, $1.09 per roll; 






3-ply, smooth surface, $1.31 per roll. 
Slate surface, red and green, $1.75 
per roll. 
RAKES 
Per Doz. 
12 tine bow garden rade....... $9.75 
14 tine bow garden rake. - 10.21 
16 tine bow garden rade... . 10.75 
12 tine steel straight rake..... 5.40 
14 tine steel straight rake..... 5.85 
16 tine steel straight rake..... 6.50 
Broom Rake .......cccccsseees 7.68 
ROPE (COTTON) 
20 to 26 cents per Ib. 36 ft. cut 
plow lines, 22 cents per pr. 
SCALES 
Each 
No. 1621 family ......cessceceee $1.50 
No. 9300 bath room .........+.. 9.75 
SCYTHES 


Kelly’s brier Edge weed and bush 
scythes, $13.50 per doz. 


SHEARS (PRUNING) 


No. 126 Cranks ......cceceeeee $22.50 
No. 9% Cranks ........+--eeee 
NOs 7 DISKO occ. cece reesvases 


TRAPS 


No. 0 Victor Game, a. per doz.; 
No. 1 Victor Game, $1.38 per doz.; 
No. 1% Victor Game, $2.44 per doz.: 
No. 2 Victor Game, $3.36 per doz.; 
No. 3 Victor Game, $5.49 per doz. 


Mouse traps (Victor), 25c. per doz. 
Rat traps (Victor), 90c. per doz. 
VISES 

Each 
No. 43 Columbian garage....... $2.10 
No. 4314 Columbian garage..... 3.50 
No. 44 Columbian garage....... 5.50 
No. 25 Champion garage....... 1.00 
No. 40 Champion garage....... 4.50 
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TWIN CITIES: ¢ 


(Minneapolis Office of HARDWARE AGE) 
MINNEAPOLIS, Jan. 138. 
NDICATIONS are growing that 
I the predictions of business lead- 
ers are being verified. Many 
statements have been made by men 
in the northwest tributary to the 
Twin Cities that, beginning the first 
of the year, many activities would be 
resumed, and that trade would im- 
prove. 

In the Ford plant in St. Paul, for 
example, some 1200 men resumed 
work after the first of the year. In 
many industrial plants men are being 
put back to work, and the railroads 
are again calling their workers back 
to the shops. While not a grand rush 
in the way of employment, there is a 
steady movement in that direction 
that is encouraging. 


PRICE SITUATION 


Prices on general merchandise are 
at a low level, and many of the stores 
are running special sales, making 
very tempting bargains for the people, 
who are evidently taking advantage 
of the opportunities offered. This is 
an exceptionally good time for the 
person who has capital to make in- 
vestments in merchandise or dividend- 
paying securities. 


SECURITY MARKET 


In the local security market there 
has been a slight upturn, indicating 
possibly the faith of the people in this 
part of the country in its soundness, 
more than any actual advance in the 
market. There is a general feeling, 
however, that conditions generally are 
on the upturn. It seems as though 
the entire country is yielding to the 
constantly repeated statement that 
there is nothing radically wrong with 
us, and that all that is needed is to 
start things working. 


INVENTORIES 


Inventories are practically all out 
of the way, and hardware retailers 
and jobbers alike are ready to go for- 
ward for the year. Jobbers’ repre- 
sentatives are back on the road, and 
dealers are preparing to stock up for 
the spring demand. Orders for spring 
delivery are holding up well and are 
quite satisfactory in many lines. 


HOLIDAY VOLUME 


The volume of trade during the 
holidays proved to be very satisfactory 





AT A GLANCE 


Indications are growing 
which carry out the predic- 
tions of business leaders that 
improvement would begin 
about the first of the year. 
Many employees have recently 
resumed their work. 

* 8 & 

Many stores are running 
special sales. The low level 
of prices on general merchan- 
dise have made such events 
very tempting to consumers. 

* * & 

A slight upturn has become 
apparent in the local security 
market. Inventories are prac- 
tically completed and retailers 
and jobbers are prepared to go 
forward into the year. 

* * & 

Holiday sales volume was 
very satisfactory. Winter 
sports equipment is in active 
demand. The Northwest is 
deemed in good condition to 
start the year. Collections are 
holding up well. 











and compared in many instances very 
well with that of other years. As in- 
dicated in previous letters, people held 
back on buying until the last few 
days, and then yielded to the old holi- 
day spirit and bought desperately to 
complete their lists before Christmas. 
In some stores the volume was equal 
to that of the previous yéar. Many 
hardware stores found that their 
skate business was a major item. 


TREND OF PRICES 


No price changes have been an- 
nounced up to the present time, but 
it is very probable that revision of 
prices will be available for next week 
in this market. So far this year at- 
tention has been given to completing 
inventories and clearing away for 
the new year. 


AUTOMOBILE TIRES 


Tire dealers are expecting a re- 
newal of interest in tires early this 
year, and it is believed that the re- 


gns of Improvement Develop 


co ee Are Holding Up Well 


placement end of the business will be 
a strong factor in sales volume. Tires 
are at a low point in prices, and this 
will be a factor in sales which the 
public will take into consideration in 
planning its expenditures on automo- 
bile equipment. 


ELECTRICAL GOODS 


Radios are selling steadily, with the 
miniature sets still a leading favorite 
with the buyers. Replacement tubes 
for radios are proving an interesting 
factor in sales also. 

Electric light bulbs are selling well, 
due to the short daylight hours, which 
add greatly to the need for artificial 
light. While cheap lights are offered 
at low prices, the standard guaran- 
teed lights are leading in sales. 


SPORTING GOODS 


Winter sports items were among 
the favorites for the holiday trade, 
and dealers who stocked well in these 
lines found the demand very good, 
and sales exceeded earlier expecta- 
tions. While this section of the coun- 
try has had comparatively little snow, 
the sled and ski sales were well up 
to the average. Toboggans also sold 
well, considering the lack of immedi- 
ate opportunity to use them. Some 
jobbers cleared their stocks in this 
line during the last few days of holi- 
day buying. ~ 


GENERAL CONDITIONS 


There are no outstanding conditions 
to comment upon, and the statement 
that the Northwest is in good con- 
dition to go into the new year has 
already been made. This part of the 
country will, according to many in 
position to survey the entire field, 
show a steady improvement this year 
in business conditions, and the start 
of the improvement will occur early 
in the year. Many projects are 
planned and ready to start, and with 
every factor favorable, building and 
other construction work will be under 
way in the near future. 


CREDIT SITUATION 


Collections are holding up well, 
with a volume consistent with gen- 
eral conditions. Stock, including 
hogs and poultry, have been moving 
to market steadily, thus aiding in col- 
lections in the rural districts. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








“Give 








j) 
THE popular song quot- 


ed above does not express my idea fully. 
I want you hardware retailers to pat your- 
selves on the back all right, but I want to 
add: “Do it for me.”” And when the job- 
ber’s salesman comes around, give him a 
good, hearty slap between the shoulders 
for me, too. 


In the year just passed, which has been 
a year to which not everyone can look 
back with satisfaction, the hardware dis- 
tributors, jobbers and retailers, have done 
a splendid selling job for Remington. 


I want to acknowledge it, and I wish I 
could do it to each of you in person. Don’t 





The Greatest Value Ever Offered 
The Remington Standard American 
Dollar Pocket Knife 














yourself a 


pat on the back” 


think for a minute that I don’t know how 
much we owe to your efforts. I often 
speak of the $30,000,000 a year con- 
sumer demand for Remington Products. 
Some of you may have the idea that I give 
all the credit for Remington success to this 
demand built by over a hundred years of 
producing fine products and advertising 
them widely, but I don’t. 


Nobody knows better than I do how 
much we are dependent upon the jobbers, 
their salesmen, the retailers and _ their 
clerks, to push Remington 
goods. So, with my sincere 
thanks and best wishes, 
give yourselves a pat on. 
the back—from me. 


af Parrnrsee, 


President 





REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Jan. 13. 
ITH district hardware job- 
W ics busy clearing up after 
inventories and getting under 
way after the holiday rush, business 
has been relatively slow. This is par- 
ticularly true when the volume of this 
month is compared with the corre- 
sponding period of last month. - Of 
course, this difference is largely due 
to the natural uptrend in demand 
prior to the holidays. For the most 
part, sales forces of local jobbers 
came in just prior to Christmas and 
did not return to their territories 
until after the New Year. While of 
course during this period some orders 
were booked, these represented the 
pressing needs of consumers. 


CURRENT DEMAND 


Demand so far this month has been 
confined chiefly to staple merchandise. 
Some future orders have been re- 
ceived for spring articles, but this 
has not been of sufficient size to in- 
dicate a definite trend toward such 
buying. 

The demand in the retail stores fol- 
lowed to some extent the wholesale 
rate during December and has slack- 
ened similarly this month. On the 
whole the retail business, last year, 
was not up to the record of the pre- 
vious year. 


GARDEN TOOLS 


Some movement is being noticed in 
rakes, hose, and other garden tools. 
Consumers are stocking these items in 
small quantities in anticipation of the 
usual spring demand. This, of course, 
is not a large item in the current 
business, but indicates the attitude of 
retailers toward the future of the 
market. 


TRADE SENTIMENT 


The trade continues to express op- 
timism concerning the future, but so 
far no one has been able to indicate 
when the uptrend may be expected. 
The general feeling appears to be that 
about the end of this month some im- 
provement will start. 

The general attitude toward condi- 





AT A GLANCE 


Business has recently been 
relatively slow. This is espe- 
cially true when the current 
volume is compared with that 
of the preceding month. 

* % & 

The present demand is 
largely confined to staple 
merchandise. Some future or- 
ders are being received for 
spring merchandise. Garden 
tools, in anticipation of the 
spring demand have started to 
move. 

* 8 & 

The trade continues to ex- 
press optimism coricerning the 
future and some improvement 
in activity is expected shortly. 

* £ & 

Price schedules, for the 
most part, remain unchanged. 
A slight improvement is indi- 
cated in the employment situ- 
ation. Collections have an un- 
changed status. 











tions, however, is that’ no boom can 
be expected at least for the first half 
of this year and it is highly improb- 
able that the prosperity of 1929 will 
return until next year. A _ slow, 
steady uptrend in trade conditions is 
expected to bring out a substantial 
and firm market condition which will 
defy economic depression. 


PRICE INFORMATION 


Price schedules remain unchanged 
for the most part and district jobbers 
display no desire to stimulate demand 
by lowering quotations. A few mis- 
cellaneous adjustments on particular 
sizes in group items have been made, 
but this does not affect to any appre- 
ciable extent the market schedules. 


EMPLOYMENT 


While no statistics are yet avail- 
-able on the employment situation for 
this month, a slight improvement is 





Employment Situation Has Improved 
Trade Is Optimistic Concerning Future 


expected following announcements of 
certain local plants. The Ford Motor 
Company, which maintains an as- 
sembly plant here, has reopened and 
called back a number of workmen. 
The St. Nicholas Hotel, a new enter- 
prise, has begun employment of its 
staff which is to be recruited wholly 
from local persons out of employment, 
according to announcements. In ad- 
dition to these outstanding examples, 
several other plants have declared 
that additional employees will be 
placed. 

Of course, it: will require a larger 
number of industries increasing oper- 
ations to decrease in a very noticeable 
degree the present number of persons 
out of work. Local governmental 
agencies are going in relieving suf- 
fering due to lack of jobs. Im fact, 
the local situation has brought forth 
much national comment upon the 
high standard of the methods used. 


OTHER INDUSTRIES 


Other lines of business have not 
shown much different pictures than 
the hardware industry. Manufac- 
turing plants have curtailed opera- 
tions to meet the slowness of demand, 
but at the same time every effort has 
been made to keep as large a force 
employed as is compatible with good 
enterprise. 

Many local factories closed from 
about the 20th of December until 
January 5, to allow for holiday vaca- 
tions and inventories. In most in- 
stances this opportunity for a brief 
breathing space was welcomed by 
manufacturers since it allowed orders 
to pile up and at the same time re- 
duced operating costs. 


CREDIT SITUATION 


The credit situation shows relative- 
ly no change. Consumers are meet- 
ing their bills with difficulty. Of 
course, the chief reason is the lack of 
sufficient money in circulation to allow 
the buying public to satisfy their 
desires. The situation here is helped 
to a large extent by the cautiousness 
of jobbers. They are careful in ex- 
tending credit and watch their ac-. 
counts continually. 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 


because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 

—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 


—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 


239 West 39th Street New York City 
A.B.C.—Charter Member—A.B.P. Inc. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
BOSTON, Jan. 13. 
ALES so far this month compare 
S favorably. It is a foregone con- 
clusion that those for the first 
half of this month will run well ahead 
of those for the corresponding period 
last year, and ahead of those for the 
first fifteen days of last December. 
The showing with December is com- 
mendable because Christmas buying 
was then going on. 

Current retail needs run very large- 
ly to small items such as brooms, 
wood and galvanized pails, carpet 
beaters, wash boards, flashlight bat- 
teries, thermometers and _ hatchets, 
but weather conditions have stimu- 
lated buying of such things as tire 
chains, sleds, skates, hockey sticks, 
snow scoops, snow shovels and elec- 
tric and oil heaters. Consumption of 
building papers and roofing materials 
is remarkably good for this time of 
the year, and there is a fairly sub- 
stantial call for hammers, screw driv- 
ers and kindred merchandise. In fact, 
buying embraces a wide variety of 
merchandise and so far this year 
quantities have run somewhat larger 
than they have for some time, an indi- 
cation that retail stocks in some in- 
stances had been allowed to get down 
to within striking distance of the van- 
ishing point. 


FUTURES MOVING SOME 


The rank and file of retail dealers, 
as in the past, evince little interest in 
futures, however. There is the same 
old tendency to let the jobber carry 
the bag. Some retailers have placed 
orders, nevertheless, these including 
such merchandise as lawn mowers, 
garden tools, shovels, jar rubbers, 
poultry netting, rubber hose, brooders 
and grass seed. These retailers have 
purchased in larger quantities than 
they did a year ago, which leads job- 
bers to believe that the trade in gen- 
eral will swing into line before long. 

The character of both current and 
future buying clearly denotes the re- 
tail trade is by no means pessimistic. 
As a matter of fact most of them are 
optimistic. 


SMALL CARRYOVER 


Possibly this optimism is’ based on 
the fact that most retailers did a bet- 
ter Christmas business than they an- 
ticipated, especially during the last 
three or four days before that holi- 
day. They succeeded in disposing of 





AT A GLANCE 


Prices in numerous  ih- 

stances have been reduced. 
* % #& 

Some retailers are placing 
orders for lawn mowers, 
garden hose and other mer- 
chandise. 

* & # 

Carryover of Christmas 
merchandise was smaller than 
anticipated. 

* #8 & 

Collections have improved 
materially and strong credits 
are being built up. 











a large share of their holiday goods 
stock. To be sure, there were numer- 
ous dealers who did not have a good 
Christmas trade, but in a majority of 
such cases they succeeded in selling 
their low cost merchandise so that 
the carryover was confined to high 
priced merchandise which probably 
will not depreciate in value between 
now and next Christmas. 

As a matter of fact it is becoming 
more and more apparent that the re- 
tail carryover of all classes of mer- 
chandise on Jan. 1 was unusually 
small, and there will have to be much 
replenishing if firms are to carry on. 
Figures published the past week show 
that such concerns as Sears, Roebuck 
& Co. experienced a slump in Christ- 
mas trade just as did some of the 
hardware dealers. But all things con- 
sidered, local shelf hardware jobbers 
feel that most everybody did better 
than expected, 


COLLECTIONS BETTER 


That assumption is based to. a large 
degree on the fact that collections 
have materially improved since Jan. 1. 
The percentage of increase in the 
number who paid their bills on or be- 
fore the tenth of the month is quite 
remarkable. In addition, the so called 
“Jame ducks” are coming across with 
money in a highly satisfactory man- 
ner and it looks very much as though 
strong credits will be established dur- 
ing the first quarter of this year. 

Reports from other retail fields also 
indicate that people there are meet- 
ing their debts more promptly than 
heretofore, so the whole situation 
looks brighter. 


Sales Have Maintained Recent Levels 
Collections Have Shown Improvement 


BUILDING IS QUIET 


As might be expected with most of 
New England blanketed with snow 
and with temperatures below the 
freezing point most days so far this 
month, comparatively little building 
is going on, particularly of homes. 
Several large post offices and indus- 
trial plants should be started within a 
month, however, and it is known that 
a huge number of construction jobs 
are being considered. Then, too, by 
the end of March the surplus of indi- 
vidual houses should be pretty well 
eliminated. So the outlook for build- 
ing appears much brighter than it has 
for several years. 

Industrial New England apparently 
is getting squares away for a good 
business in 1931. There are small in- 
dieations- ef it every day. For in- 
stance, the little town of Huntington, 
Mass., 25 miles northwest of Spring- 
field, that is 175 villagers there, have 
bought the town’s only industry, a 
woolen mill closed last November, and 
will operate the plant. A plant in 
Athol, Mass., employing about 100, and 
on part time the past few months, has 
gone on full time. A Putnam, Conn., 
plant has taken on an additional 100 
hands. A Pawtucket, R. I., plant, 
closed for some time, has hired 200 
hands and will shortly take on 250 
additional. And so it goes, every day 
bringing fresh evidences of business 
recovery in New England. 

The best part of it is that most 
everybody in New England feels New 
England collectively is much better 
off than are other sections of the 
country, and that serves to lend en- 
couragement to a fellow or a company 
to go ahead. The passing of drastic 
liquidation in the stock market is an- 
other comforting factor. Since se- 
curities have stopped going down 
rumors of this or that concern being 
in financial trouble have dried up. In 
the street cars and on the street tips 
to buy stocks are in circulation once 
more. What better proof can one ask 
for that sentiment has improved. 


PRICE CHANGES 


Quite a number of price changes 
have been made since last reports, but 
in a majority of cases they are unim- 
portant. The trend is downward in a_ 
large majority of cases, however. In- 
cluded in the changes are lower copper 
tack prices, cheaper door sets, less 
expensive garage door sets, a 74% per 
cent drop in window glass and a drop 
of 10 per cent in radio tubes. 
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New Stanley Merchandising Plan 
for 1931 affects every dealer 


Every hardware dealer regardless of size can increase his Nail Hammer 
sales for 1931 if he will take advantage of this merchandising plan 


The Stanley-Atha “Big 
Seven” for 1931 
More hammer per dollar than 
has ever been offered before 





Stanley-Atha No. 100 Plus 
“Chro-Moly” 





Size 142—16 oz. 
“The Aristocrat of 
Nail Hammers” 


Ch Molybd steel 








with our super heat treatment 
produces the world’s finest 
hammer. 

“Evertite” processed handle. 





Stanley-Atha No. 311/2F 
Size 1%.—16 oz. 


Super heat treated head, 
“Evertite’’ processed handle. 







Stanley-Atha “Red Neck’’ 
No. 15 


Size 114—16 oz. 


A popular hammer with 
craftsmen. Super heat treated 
head, 

handle. 


“Evertite” processed 





Stanley-Atha No. 511 
Size 112—16 oz. 
The greatest hammer value 
ever offered. 


Super heat treated head — 
“Evertite”’ processed handle. 





Stanley-Atha No. 5114A 
Size 1%2—16 oz. 
A well balanced straight claw 
hammer for ripping work. 





“Standard” No. 10114 
Size 11.—16 oz. 
“The Handy Man’s Ham- 


mer”’—a real “buy” for the 
occasional user. 





“Defiance” No. 01114 
Size 1'2—16 oz. 
A good hammer for the 
small odd jobs around the 
home. 


STA 






What does Stanley offer? 


First: A Definite Merchandising 
Plan which includes : 


Balanced Selling Unit of Hammers. 


Attention Getting Display Material 
which shows at a glance the com- 
parative quality of the hammers in 
each price class. 


Consumer Advertising to hundreds 
of thousands of prospective hammer 
buyers. 


Sparkling Window Streamer to tie 
up with this consumer advertising. 


Second: Better Hammers 


Due to many improvements in de- 
sign and construction the Stanley 
“Big Seven” Nail Hammers for 1931 
offer greater values per dollar than 
has ever been offered before—a new 
value hammer in each price range. 


Ask your jobber for full information and prices. 
Get aboard NOW! Our advertising is telling 
hundreds of thousands of people about the 
superior quality of the 1931 Stanley Hammers 














ro Oe 


STANLE 











THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


BALANCED. 
SELLING UNIT 


—sells more hammers. 


—sells more higher 
priced hammers. 


—fattens your profits. 


This Balanced Unit of 
Hammers is selected for 
rapid turnover — not a 
“lame duck” in the lot. 


Assortment No. 7 
includes 12 Stanley- 


Atha Nail Hammers. 
SELLING 
PRICE 
EACH 
One No. 100 Plus 
16 oz. $2.00 
One No. 31%F 
16 oz. 1.50 
One No. 15 
16 oz. 1.50 
Three No. 51% 
16 oz. 1.25 
One-No. 514A 
16 oz. Ripping 1.25 
Three No. 101% 
16 oz. 1.00 
Two No. 011% 
16 oz. be 
Total Selling 
Price — 14.50 
Total Cost to 
Dealer — 9.62 


Dealer’s Profit $4.88 


NLEY TOOLS 

















64 HARDWARE AGE for JANUARY I5, 1931 





NEW YORK: 


NEw YorK, Jan. 13. 


URING the past week, met- 
D ropolitan hardware  whole- 
salers report a slight im- 
provement in trade activity has made 
itself manifest. The betterment is 
apparent in a somewhat heavier vol- 
ume of orders for current require- 
ments, as well as in increased activity 
in future orders for spring merchan- 
dise. While the majority of the 
orders being received for immediate 
delivery continue to be smaller than 
normally, they are somewhat larger 
than the average of recent weeks and 
embrace a large variety of merchan- 
dise. It is thought that retail stocks, 
in many instances have at last 
reached the point where replenish- 
ments have had to be made. It is 
generally conceded that the state of 
dealer stocks has been at a stage 
which has bordered upon depletion for 
some time. One of the factors re- 
sponsible has been the poor consumer 
demand. With general conditions 
showing some betterment an increased 
consumer demand has started to reg- 
ister, making adequate stocks neces- 
sary. In other instances, merchants 
have been hesitant with respect to 
placing large orders due to the price 
situation. In many respects quota- 
tions are now more stable and few 
manufacturers in announcing 1931 
prices have made reductions. This 
has all instilled a greater degree of 
confidence, with the result that def- 
inite signs of a small upturn have 
become obvious. 


FUTURE ORDERS 


At the present, a larger quantity 
of future orders are being booked by 
jobbers representatives than at any 
time during the winter. In fact, if 
activity retains its present stride, 
future orders for spring merchandise 
will compare very favorably with 
those booked at the corresponding 
period of last season. Among the 
most prominent items appearing of 
future orders are the following: lawn 
mowers, garden: hose, grass _ shears, 
hedge shears, screen wire, poultry 
netting, lawn rollers, lawn goods, 
lawn fence, window screens, hardware 
cloth and garden tools. 


DEPRECIATION IN 1930 


Wholesalers, after completing their 
inventories and comparing figures 
with those for the preceding year, 
have found that depreciation, due to 
price declines which became effective 
in 1930, averaged approximately 7% 
per cent. This was somewhat higher 
than the majority of wholesalers 
seemed to have anticipated, as many 
had changed earlier predictions to the 
effect that price declines would be 





AT A GLANCE 


A slight improvement in 
trade activity has recently 
made itself manifest. Current 
orders for immediate require- 
ments are somewhat larger 
than in some time. 

* * & 


One of the most encourag- 
ing signs of an upturn is a ma- 
terial increase in the future 
orders being booked for 
spring merchandise. 

* * #& 

Depreciation of wholesale 
stocks, during 1930, averaged 
approximately 714 per cent, 
with price declines responsible. 

* 8 *& 

Housefurnishings continue 
to enjoy an excellent demand. 
Raw copper has declined 14 to 
Yc. Collections are considered 
satisfactory in view of general 
conditions. 











responsible for a ten per cent depreci- 
ation, to the one made in recent 
months that a five per cent average 
shrinkage appeared probable. When 
this factor is taken into consideration 
the decline in wholesale hardware 
trade for the year of about 18 per 
cent has a different aspect, as in 
reality trade in 1930 shows a decline 
of ten per cent, when price reductions 
are weighed. 


NOVEMBER SALES 


According to the Federal Reserve 
report of wholesale trade in this dis- 
trict for November, dated Jan. 1, 
wholesale hardware sales in Novem- 
ber, as compared with the same month 
of 1929, show.a decline-of 18 per 
cent. November sales, compared with 
the same month of 1929, show a de- 
cline of 18 per cent. November sales, 
compared with those of the preceding 
month declined 18.1 per cent; while 
stocks in the same basis of comparison 
were 6.4 per cent lower. Stocks in 
November 1930 as compared with 
November 1929 were 12 per cent 
lower. The per cent of accounts out- 
standing October 31 and collected in 
November 1929 was 48.4 per cent, 
and in 1930 on the same basis of com- 
parison was 41.1 per cent. 


ACTIVE MERCHANDISE 


Housefurnishings continue to enjoy 
a relatively excellent demand. As has 
been said before, this particular line 


Increased Trade Activity Is Indicated 


Future Order Volume Is Encouraging 


in its entirety appears to have suf- 
fered less from the effects of the de- 
pression than any other major hard- 
ware line. Kitchen equipment, in- 
cluding all types of utensils as well 
as cutlery and miscellaneous items 
have been in good demand. Some 
aver that economizing on thespart of 
consumers, has resulted in the public 
taking a greater interest in house- 
wives with am increased demand for 
merchandise of this type being there- 
by developed. Woodenware, espe- 
cially ironing boards, washboards and 
similar items, has moved in an ex- 
cellent volume. More housewives 
than is usual seem to be further re- 
ducing living expenses by doing the 
laundry work for the family. Gal- 
vanized ware, particularly tubs and 
pails, is quite active. Staple lines 
are in moderate demand, although 
some firmness in the nail market has 
resulted in slightly heavier orders 
being placed. Some improvement in 
the demand for tools is also apparent. 
Builders’ hardware and most build- 
ing supplies are in poor demand, but 
increased residential construction is 
predicted early in the spring, which 
should result in a better demand for 
this line with the wholesaler and 
dealer. 


PRICE INFORMATION 


Although numerous readjustments 
in prices have been announced recent- 
ly, most changes are unimportant in 
character. Advances as well as de- 
clines of a minor type are reported. 
Manufacturers of most staple lines 
have issued 1931 price lists to the 
trade and few show any changes of 
consequence. Some firmness has de- 
veloped in the nail market and in 
several other scattered instances 
which may be the forerunners of a 
more stable condition of the price 
structure in the near future. 


COLLECTIONS 


While failures in the hardware 
field have been more numerous of 
late than in recent months, this is a 
usual occurrence at this period of the 
year and the credit situation is de- 
clared fairly satisfactory. In view of 
conditions, one wholesaler remarked 
that it was surprising to see the num- 
ber of dealers who are taking ad- 
vantage of the cash discount. An- 
other wholesaler reported that collec- 
tions, for short periods, were exceed- 
ing the sales of the firm. Many have 
expressed the belief that the depres- 
sion will have a tendency to eliminate 
the inefficient hardware dealer, with 
the ultimate result that a smaller 
number of dealers will be able to do 
a more profitable business when nor- 
mal conditions return. 
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RUST 
RESISTING 











A Splendid Wire Cloth For DOORS 


WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 


heavier than our standard grades. 


It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 


extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 
Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 





improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String -in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 


54, 60, 66, and 72 inches. 
Your Jobber Will Supply You 


-~ "4 4 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION AND EXHIBITION, Hotel Whitcomb 
(Roof Garden), San Francisco, Feb. 17, 18, 19, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1981. Chas. R. 
Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1981. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1981. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 13, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1981; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


MissouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1981. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 13, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan. 19, 20, 21, 
1931. John T. Bartlett, secretary, 2005 Mapleton Ave., 
Boulder, Colo. : 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1981. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931: Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1981. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NORTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary,-207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1981. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1981. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

(Continued on page 78) 
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Allkinds _* 
from ONE manufacturer 


The American Wire Fabrics Corporation furnishes not only a 
complete assortment of Screen Wire Cloth . .. but each and 
every number in its line is as fine a fabric as can be made. The 
mark, Gold Strand, has always been the hall mark of sat- 
isfaction. You need many numbers in your line. Be sure 
each one is the best of its kind ... GOLD STRAND. 





AMERICAN WIRE Faprics CORPORATION 
Subsidiary of 
WickwirE SPENCER STEEL COMPANY 
41 East 42nd St., New York City 


¢ r jobber salesman 
Worcester Buffalo Chicago Cleveland Tulsa epee a thee busi- 
ness getting little books. 
Pacific Coast Headquarters: San Francisco He will gladly give them 
to you FREE. 


Branches and Warehouses: Los Angeles, Seattle, Portland 





Black Painted American Galvanized American Gold Strand Hard 
American Gold Strand American Gold Strand - Copper 
Galvanoid Bronze * * In light and dark finish 
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The Challenge of Unemployment 


benefits after 32 to 45 weeks of 
such relief, and then become 
charges on the municipalities. 
Nevertheless the insurance fund is 
in danger of being wiped out, be- 
cause the number of receiving 
maximum benefits has doubled 
within the past year. The regis- 
tered unemployed totaled 2,690,000 
in May, 1930, and by the end of 
December had risen to 4,000,000. 


Unemployment Insurance 
Legislation Proposed 


No dependable statistics are 
available on unemployment in the 
United States. The census count, 
in April, 1930, showed 2,500,000 
out of work, but these figures did 
not include laid-off or part-time 
employees. Conservative estimates 
are that the total number of unem- 
ployed has passed 4,000,000 and 
will reach 5,000,000 before the win- 
ter is over. One of the advantages 
claimed for the proposed national 
employment service is that it would 
provide the machinery for keeping 
a continuing record of the total 
number of unemployed. 


Such a service would also be es- 
sential as an agency for register- 
ing the unemployed if any system 
of state unemployment insurance 


(Continued from page 44) 


should be adopted. Unemployment 
insurance bills that have been pro- 
posed in this country place the en- 
tire burden of cost on the em- 
ployer. This is the case with a bill 
that has been drafted by the Amer- 
ican Association for Labor Legisla- 
tion. » 


This provision does not appeal 
to employers as fair and contrasts 
sharply with the European plan of 
dividing the cost among Govern- 
ment, employers and employees. 


American industrial opinion is 
still generally opposed to state in- 
surance if private means of pro- 
tecting workers against unemploy- 
ment can be found. American 
manufacturers also believe that 
more experience with voluntary 
plans is needed before a sound gov- 
ernmental scheme can be devised. 
If, in the end, state insurance 
should prove inevitable, they be- 
lieve that a distinction should be 
made between seasonal and cyclical 
unemployment. Industry may be 
properly called upon, under private 
or state plans, to assume major re- 
sponsibility for relieving seasonal 
unemployment, but when idleness 
becomes chronic, as in a depres- 
sion, the burden should pass to the 


community at large. Under such 
an arrangement, benefits from the 
insurance fund would be paid for 
say 6 or 13 weeks of idleness, 
whereupon payments would be 
made directly by the State or from 
a special fund created to meet 
cyclical conditions. 


Hasty Measures Opposed 


Industry .is, in no sense, disposed 
to shirk its _ responsibility. It 
realizes fully the essential soli- 
darity of its interests and those of 
its employees. Its policy during 
the existing depression has been 
consistently solicitous of the wel- 
fare of its working forces. It 
is significant that industrial rela- 
tions departments, which showed a 
high mortality during the 1921 
slump, have not only survived in 
the present period but have proved 
most useful instruments of working 
out practical. measures for fore- 
stalling and relieving distress. 


Industry recognizes that the cur- 
rent depression has made unem- 
ployment the most challenging so- 
cial problem on the horizon, a prob- 
lem that must be studied carefully 
from all angles, a problem for 
which no hasty solution can safely 
be devised. 





420 Out of 523 Oppose i aia Bill 


ciple of price maintenance by manu- 
facturers of branded or trade-marked 
goods. 

“The figures in this fotm are rather 
striking in themselves. It was a sur- 
prise to the author that the ‘No’ vote 
on this Bill should show so large a 
preponderance. 


“The membership of the American 
Economic Association is not purely 
professional. It is open to anyone 
who has sufficient interest in the work 
and publications of the Association to 
be willing to pay the membership 
dues. Consequently the questionnaires 
have come in not only from the teach- 
ers in universities and colleges and 
the business schools connected with 
such institutions, but from business 
men, bankers, statisticians, lawyers, 
public officials, and those engaged in 
many other callings, professions, and 
occupations. In the tabulations which 
follow, it seemed desirable to classify 


this membership so as to show the ~ 


results obtained from what may be 


(Continued from page 39) 


called the professional economists and 
those who are engaged in other activ- 
ities, in separate groups in the tables. 

“In order to analyze the general 
figures set forth in the above ques- 





“Table I based upon the answers 
to Question 2 in the questionnaire is 
given below.” 

TABLE I 
*Question 2—Do you favor the enact- 
ment of this Bill? 


In 
Membership Groups Yes No Doubt Totals 


College and University 


5. ot MET E 84 295 10 339 
Members of Other Pro- 

CO Serer 8 25 8 86 
Government Officials.. 4 18 2 24 
Members, Statistical 

Organizations ...... .. 8 1 9 
er Se 4 9 ss 13 
Business Men......... 25 36 3 64 
Others, Various Occu- 

PER oor 7 29 2 38 

WE Ai creaessne 82 420 21 5628 


*Number 2 is the fundamental question in 
this Questionnaire and therefore it forms the 
basis for subsequent tabulation. 





tionnaire form, it was necessary: to 
break the tabulation down into sec- 
tions and the following tables are 
the result of this process. 

“The figures in the above table in- 
dicate that the proportion of favor- 
able votes by college and university 
professors was somewhat smaller 
than that of other members of the 
Association, but every group of mem- 
bers showed a substantial majority in 
opposition to the Bill. The table 
speaks for itself and further comment 
is unnecessary.” 

The complete set of tables covering 
each point in the questionnaire, along 
with specific comments for and 
against the Capper-Kelly Bill is pub- 
lished in booklet form and available 
from Prof. Doten, Massachusetts In- 
stitute of Technology, Cambridge, 
Mass. It is our understanding that 
all Senators, Representatives and 
leading trade associations will receive 
copies of the booklet. 
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MORE 








WITH 


rizr 


BECAUSE 


T takes a “whiter” 
] glass to transmit 
more daylight... that 
is obvious. LUSTRA- 
GLASS is the “‘whitest”’ 
of all glass made for 





windows... 

Laboratory tests conclusively 
prove that LUSTRAGLASS 
transmits more daylight. It also 
transmits a substantial amount 
of the shorter ultra-violet rays 
of sunlight at a wave length of 
313 mu.* 


than ordinary window glass. 


yet it costs no more 


For schools, factories, homes, 
hospitals and office buildings, 


everywhere that human beings 






live, work or play indoors, 
LUSTRAGLASS is needed ... 
Every building is more beauti- 
ful when glazed with LUSTRA- 


of glass. 


 IDINTETeT hn 





An unretouched, “end on” 
photo of four leading makes 
The white one is 


LUSTRAGLASS... 






USTRAGLASS 


DRAW N ——E 





IT’S “WHITE”’ 


GLASS, for LUSTRAGLASS is 
truly a superior product in 
every respect... flatter, clearer, 
more lustrous. Its appear- 
ance, alone, is ample reason for 
its selection by architects and 
builders, but a glance at the 
chart below will show why par- 
ents of growing children look 
for the LUSTRAGLASS label on 
every light of glass which they 


buy for replacements. 


Buildings glazed with 
LUSTRAGLASS rent or sell 


and for larger @® 





quicker 
profits. Our literature de- 
scribes in detail this amaz- 
ing new glass for windews. 
You should have it avail- 
able to show customers. 
Write for it... today. 
*Send for LUSTRAGLASS 
BOOKLET A-430 and see com- 
plete table of transmission ... 


y 


29 days growth of 
Tomato Plant under 
(1) LUSTRAGLASS 
(2) ordinary window 
glass. 

















AMERICAN WINDOW GLASS CO. 


Also Makers of Armor-Lite Scatter-Proof 
and Bullet-Proof Glass, Tinta- 
glass, Picture Glass, Photographic 
Dry Plate Glass, %%" and 1%” Crystal 
Sheet, Ground and Chipped Glass, 
Improved Quartz-Lite and Bulb 
Edge Glass. 





Farmers Bank Building 





The label shown at the right |. ; 
appears on every light of genu- —, = 
ine LUSTRAGLASS . . . Look “Ny we % 
for it. LUSTRAGLASS is “TAN ; 
packed with paper between the USTRAGLASS 
lights to prevent scratching or rm an one 
marring of the surface. 
. ARE RIS aco 
Pittsburgh, Penna. ste 
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Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- - 
"s name, will bring 


meng of Bakatax. 


SORA tinge toe 











Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise  adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 











Large Profits From Small Space 


(Continued from page 32) 


quality article after their compara- 
tive qualities have been so ex- 
plained.” 


The brand of paint now being 
sponsored by the firm in two qual- 
ities, enjoys both a national as 
well as local reputation for qual- 
ity and service. Every master 
painter and other consistent users 
of paint are acquainted with its 
name and the merits of the line. 
Others, possibly undertaking a 
painting task for the first time, 
recognize the trade name, realiz- 


ing that it is standard. This is 


another helpful factor, as an un- 
known brand would require a sub- 
stantial sales effort to attain the 
same degree of confidence. The 
sales resistance of prospects is at 
the lowest ebb when the merchan- 
dise offered is of known quality. 


While some of the items repre- 
sented in the paint stock do not 
move with the rapidity of many 
others, it has been the experience 
of this store that in order to be 
considered as paint headquarters, 
some slow moving items must be 
carried. -They have found it im- 
portant to have what the customer 
wants when he wants it. The 
stock. is closely watched and or- 
ders are placed in ample quanti- 
ties to supply the exjsting demand. 
It is: pointed out that the pros- 
pective paint purchaser quickly 
concedes that if the store is “out” 
of the paint item desired or that 
the store does not carry the par- 
ticular item being sought, that an 
unfavorable impression is cre- 
ated. A few slow moving items 
are necessary to retain the good 
will of the paint user. It is rare 
indeed that Mr. Madsen has to in- 
form a paint prospect that the de- 
sired item is not in stock. 


In @ppearance alone the advan- 
tages of a complete stock are great. 
A favorable impression is created 
through the extensiveness of the 
stock alone. Although a relative- 
ly small space is used for the 
painti department, it conveys the 
impression that it is complete to 


the last detail. In contrast to 
many paint departments, which 
are located very prominently in 
the front of the store, the paint 
department in Hanson’s is situ- 


ated in the rear of the store, un- 


derneath an office balcony. It is 
the contention of the firm that a 
few of the best departments 
should be in the rear of the store 
in order to divert store traffic to 
the rear of the establishment. 


In addition to influencing visi- 
tors to inspect the rear of the 
store, it has been found that this 
location eliminates some of the 
distracting elements which would 
prevail in a. front location. The 
right, rear corner, beneath the 
office balcony is quiet, out of the 
way and it is seldom that any un- 
timely interruptions in a _ sales 
talk occur. 


Brushes of the household type 
are displayed on a counter in the 
department. This is deemed the 
best location for brushes of this 
type; however, brushes of the type 
used by master painters are shown 
on separate panels near the center 
of the store. It is asserted that 
separate locations for the display 
of brushes of the household and 
professional type are most desir- 
able, although Mr. Madsen be- 
lieves that both types of brushes 
should be displayed in or adjacent 
to the paint department. 


In stimulating the sale of paint 
for the firm several of the tried 
and proven methods usually em- 
ployed by progressive hardware: 
stores are utilized. Newspaper 
advertising is extensively used. 
Also well arranged window dis- 
plays during the painting season, 
in addition to billboard poster ad- 
vertising, Manufacturers’ litera- 
ture is mailed to 2000 prospects in 
the city and county at timely in- 
tervals. In fact, no stone is left 
unturned in the endeavor to fur- 
ther the progress of one of the 
leading departments of the Han- 
son Hardware Co. 























Most Practical SNOW SCOOP Ever Made 


For Removing Snow Quickly from All-Large Areas 
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Strongest and most practical tool made for cleaning snow 
from railroad platforms, in front of and around gasoline 
and service stations, skating ponds and rinks, schools, 
stores, churches, hospitals, club buildings, factory yards, 
and all large areas. 


Auto owners with long surfaced driveways find it almost 
indispensable. 


We also manufacture a fine line of Snow Pushers and 
Snow Shovels in sizes for both men and boys. Keep 
stocked and hold trade. Rush orders filled promptly. 


Write or 


‘ ‘ Wi 
Send for Catalog which shows Complete Line We'll Ship 
ame Day 
RUGG MFG. CO. 
Greenfield, Mass. 
Also Mfrs. of the Famous 
KLEEN SWEEP LAWN RAKE 
RUGG 
Galvanized 
Snow Scoop 
No. 81 


Heavy welded-tubing handles extend under the galvanized bottom 
of these scoops, forming runners on which they ride when loaded. 








a PROFIT 
Pprofection 
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Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 


you do with it? Why 
not let others in on the 


are a 
buyer it will help your 
department. 


Hardware Age 





239 W. 39th St. 
New York City 


















ry for large 


stores 


Merchandising 
METHODS ... 


We Are On the Way Back 


to Normal 


(Continued from page 31) 


to see how far we have gone toward correcting the 
excess of production which caused this depression. 


This is done by taking the cumulative totals, in vari- 
ous lines of business and industrial activity, for the 
first nine months of 1928, 1929 and 1930 (Latest avail- 
able information in the November, 1930, Survey of 
Current Business), and comparing the actual perform- 
ance in 1929 and 1930 with the normal as projected 
forward from 1928 on the basis of a 2% per cent com- 
pounded annual increase. 


The results of these comparisons of production sur- 
plus and deficit, roughly but forcefully indicate that 
we have about cleaned up the abnormal production 
surpluses of 1929. This is especially true if we keep 
in mind the fact that our cumulative totals represent 
but the first nine months of the three years in ques- 
tion, and that while data are not yet available, we 
know that the last three months of the present year have 
extended the correction. 














That's the keynote for 1931. Are you fully 
prepared to master this problem in your 
own store? If not, our service department 
can be of valuable assistance to you. To get 
your copy of “The Heller System of larger 
profits,” simply tear out this ad and mail 








20 Vesey St., Suite 500 


now, while this page is before you. . . 


(no obligation). 


HELLER 


Merchandising Systems 


W.C. HELLER & COMPANY 
MONTPELIER, OHIO 


New York Office: 


Sign. 

in the 
margin. 
Tear out ad 
and mail 





‘ 





, today. 





for small 
stores 
























1928 1929 1930 
U. S. Pig Iron Actual 27,792,000 32,680,000 25,702,000 
Production, Projected Normal 28,487,000 29,199,000 
in Tons ns 
+4,193,000 —3,497,000 
Steel Ingot Actual 36,930,000 43,354,000 32,689,000 
Production, Projected Normal 37,853,000 38,798,000 
Tons —- 
+5,501,000 —6,109,000 
Finished Cotton Actual 655,447,000 750,510,000 489,666,000 
Goods, Billings, Projected Normal 671,833,000 688,628,000 
Yards : 
+78,677,000 —198,962,000 
Automobiles Actual 3,470,000 4,641,000 2,988,000 
Produced Projected Normal 8,557,000 3,646,000 
in U.S. 
+1,084,000 —658,000 
Leather Actual 262,607,000 274,013,000 239,943,000 
Shoes, Projected Normal 269,172,000 275,901,000 
Pairs Produced 
+4,841,000 —35,958,000 
Woodworking Actual 11,695,000 15,806,000 7,796,000 
Machinery Ship- Projected Normal 11,987,000 12,287,000 
ments, in $ 
‘ +3,319,000 —4,491,000 
Copper Pro- Actual 651,612 772,922 532,650 
duced in U. S., Projected Normal 667,902 684,599 
Tons 
+105,020 —151,949 
Bank Debits Actual 356,825,000,000 446,309,000,000 302,368,000,000 


365,736,000,000 374,879,000,000 
+80,573,000,000 —72,511,000,000 


New York City, Projected Normal 


in 





Above based on data presented in “Survey of Current Business” No. 
111, November, 1930, published by U. S. Department of Commerce. 


Get the 


Where Do They 
Goods? 


(Continued from page 35) 


normal, logical flow of goods from manufacturer 
through wholesaler through retailer to consumer will 
work together, this upward swing is assured. 
But—the prosperity of the manufacturer depends 
upon the prosperity of those wholesalers and retailers 
who regularly stock his lines and resell them 
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at standard prices. Those wholesalers and retailers 
cannot attain their fair share of prosperity when so- 
called “buying services,’”’ operated without stocks, can 


offer the public discounts up to 40 per cent on stand- 


ard, nationally advertised merchandise. 


The manufacturers of such merchandise, not from 
motives of sentiment, but from sound business mo- 
tives, should discourage this type of so-called “buying 
service” activities. They should work closely and 
ethically with their regular distributors. They should 


take cognizance of “unreasonably large” orders for | 


goods which they have refused to sell to so-called con- 
sumer buying services. 





The right kind of a manufacturer will do his best | 
to safeguard the interests of those who regularly stock | 


and sell his merchandise. 
saler will back him up in these efforts. 


Meanwhile the other kind will eventually learn from 
experience that the Golden Rule is a Good Rule, and 


The right kind of a whole- | 


that there are economic penalties for those who fail to | 


observe it. 


Coming Conventions 
(Continued from page 66) 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary: 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON. 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5 
1931. Headquarters, Alex Johnson Hotel. Charles H 
Casey, manager and treasurer, 2344 Nicollet Ave. 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1981. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1981. B. Christianson, secretary. 
Stevens Point. 











No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


;RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 76 BATTERYMARCH 
CHICAGO:.555 W. RANDOLPH ST. SAN_ FRANCISCO: 703 Marker St. 
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Since the Wright 
Rooster _ trade- 
mark was _ intro- 
duced, Consumers 
look for it in their 
poultry netting. 
Those who have 
used Superior 
Brand demand it 
when they are in 
the market for 
more. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 











Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 














Step by Step Into the Future 


(Continued from page 36) 
vices in the next ten years will enormously increase 
following the present period of fear and depression. 

Some amazing human changes as well are in the 
promise of the next twenty years. Do you know that 
in 1860 45 per cent of our people were between the 
ages of 20 and 50; 46 per cent were under 20 and 
only 9 per cent were over 50. Definite actuarial indi- 
cations show that in 1950 45 per cent of our people 
will be between the ages of 20 and 50 and 28 per 
cent of our people will be above 50 years of age. This 
increased span of life will mean definitely an older 
people—older in the sense of age averages and older 
in the sense of being producers of wealth and con- 
sumers of commodities. Because of the lengthening 
age of mankind under American standards of living, 
the proportion of population under 20 will remain 
from 46 per cent to 27 per cent because of the in- 
crease in people over 50 years of age. 

No man studying these basic facts can be a pessi- 
mist on the progress of the United States. No man 
looking into 1931 and taking a forelook into the fu- 
ture as pictured in this picture can doubt but Ameri- 
can standards of living will move forward. 

Shakespeare’s seven ages of men is rivaled by 
America’s seven standards of living. Here they are: 

1. The bare subsistence level, the lowest standard 
of living above the poverty line. There is not much 
leeway in this standard of living for expenditures in 
any line. Every dollar must be made to count for the 
absolute necessities of life. 

2. Minimum standard for health and efficiency. This 
is sometimes called the minimum American standard 
and represents what, in the opinion of many students 
and social workers, should be the minimum for all 
people in the country. Great masses of unskilled labor 
class families are to be found in this group. 

3. The minimum comfort standard of living. This 
is the typical standard of living of the semi-skilled 
industrial workers in our factory cities and of the 
majority of the better situated farmers living out in 
the country. 

4. The comfort. standard of living. This is the 
standard of skilled workers and lower paid salaried 
workers throughout the country. 

5. Moderately well-to-do standard of living. This 
includes the masses of better paid salaried workers, 
professional people and smaller business people. 

6. Well-to-do standard. This includes the more suc- 
cessful professional classes, higher business execu- 
tives and successful business owners. 

7. The liberal standards of living, among which 
there are several grades, including all families of 
wealth and whose annual expenditures range from 
$10,000 a year and up. 

The proportions of expenditures of each division 
for the necessities of life run through these various 
standards of living as follows: 4 403 

The expenditures for food range from 45 per cent 
and up of the total expense in the bare subsistence 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 
Thumb Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 
Stove and Tire Bolt Nuts 
U. S. S. Nuts 

S. A. E. Castellated Nuts 
S. A. E. Plain Nuts 

Jack Chain 

Plumber’s Chain 
Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 
Speedometers 


VU id 


Tachometers 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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50 years on a DOOR 
good for 50 years more 
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Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 














e a 
Scientific Alligator Steel Belt 
RR : ae holds me beltina Manegenc’ om 
INNO” sion grip. Prevents ply separation at belt ends. 
J o 4 The smooth flexible joint is reliable in service 
and has great surplus strength. It rocks on oval faces of the 
sectional hinge pin. 


Quickly and Easily Applied 
with only a Hammer 


Combines the efficiency of an endless belt and 
the convenient take-apart feature. In general use on 
a light, medium and heavy belts of all types. Made 
also in “‘monel metal”’. Eleven sizes. 
Order the small ‘““Handy Packages” in cartons and the 
standard boxes from your jobber. 
FLEXIBLE STEEL LACING COMPANY 
4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, London, E. C. 2 


NEVER 
LETS 











fete) j 





Mahogany Finish 


Oval 
Shape 







Fibre 
Keelers 


Sell For Many Purposes 


ALMO Indurated Fibre Keelers are made of 
Genuine WOOD PULP. Waterproof and 
sanitary. 

Butchers use them for sausages and kindred 
meat. Fish dealers for scallops, oysters and 
clams. Hotels, restaurants and delicatessen 
stores for butter, salads, pickles and sauerkraut. 
Housewives for washing fine lingerie and other 
silk garments. Also used for bath tub for 
babies—they keep temperature uniform longer 
than metal tubs. Oval or round.’ Send for 
catalog. 


Almo Trading & Importing Co., Inc. 


61_E. 11th St. NEW YORK 
This Ware Our Line 
is Comprises 
Non-conductive 20 Items 
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A REAL 
“S” WRENCH 


Not all ‘“S” Wrenches have the 
STRENGTH required to withstand auto- 
motive work. 

But motorists find even RESERVE 
Strength in the B. & C. Adjustable “S” 
Wrench. It’s a fast seller. Ask your 
jobber. 


BEMIS & CALL CO., Springfield, Mass. 

















PELOUZE 
New Household Scale 
DE LUXE 
Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, aoe 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. ">. ,£30-—Esamel "Dis! 


282 East Ohio Street, Chicago Ne. G30—Glass Dial 


Manufacturers of reliable scales for 
many purposes. Send for gues. 


Specify “PELOUZE” in ordering of your jobber 


LANDON PR SMITH, INC. 


165 SPRINGFIELD AVENUE, IRVINGTON,” NJ.U.S.A 














BIG SELLER 


In Tire Chain Season 


Opens and closes 
chain links with 
little effort. 





éé e 9? ° ° 7 
Necessity’’ Tire Chain Repair Tool 
Makes a tire chain repair in a few seconds any time, any- 
where, without removing chain or deflating. tire. Indis- 
pensable to the tool kit. Guaranteed for a year. ASK 
YOUR JOBBER. 


M. W. ROBINSON CO., 28 Warren St., N. Y. C. 

















level by regular gradations downward to less than 20 
per cent in the liberal standards of living. 

The proportion expended for clothing apparently 
begins at about 12 per cent in the bare subsistence 
level, moves gradually up-to from 20 per cent to 22 
per cent in the moderately well-to-do standard of 
living and then gradually declines in the higher. 

The decade 1930-1940 will see a decided increase in 
the divisions 4, 5, 6 and 7. So be of good cheer—there 
is a future to American business and a definite future 
to so utilitarian, serviceable and necessary an indus- 
try as that of hardware. 


What do You Want for Your Money ? 
(Continued from page 29) 


weigh the few additional details of management. By 
no means the least of these advantages is the oppor- 
tunity it affords to make the personal interest of an 
employee identical with that of his. employers. Self- 
interest is a powerful factor in determining conduct. 
When a clerk or laborer has his position and his wages 
so assured that he need give no thought to his daily 
bread and the success of the organization for which he 
works means his own success and interest, the atten- 
tion and loyalty to that organization cannot fail to 
amply repay the small expense necessary in obtaining 
that result. : 


Sportsmen Hold New Hope 
After Worst Year Ever 


ITH the arrival of the new year, sportsmen through- 

out the United States fired a jubilant farewell volley 
of double-barreled shotguns over the grave of 1930, on 
which they have bestowed the following epitaph: 

“The year which saw more hunting and less shooting than 
any year in a generation.” 

That sentence summarized the results of a nation-wide 
survey of hunting conditions, conducted by The Sportsmen’s 
Review, which has just reported its findings to the of- 
ficials of the American Game Protective Association. 

“Hunters are unanimous,” says the Review, “in reporting 
the poorest season they can recall, both for quail and duck.” 

Sportsmen generally attributed the scarcity of ducks in 
the interior States to lack of water, which caused the ducks 
to make non-stop flights for their winter havens. The lack 
of quail, however, was not so easily explained, as the dry 
summer supposedly offered ideal weather for the young 
bro 

The gloomy year just ended brought one bright ray of 
hope, however, the officials of the game association pointed 
out, and it seems likely that 1930 may go down in sports- 
men’s history as the year which saw the setting of the 
stage for the restoration of abundant game in every part of 
the country. 

This hope, the efficials explained, is based on the adoption 
of a new American game policy at the American Game 
Conference in New York on Dec. 2. This conference of 
spokesmen for the country’s 25,000,000 hunters and fisher- 
men went on record, in adopting the new policy, as being 
ready to “take the farmer into partnership” in conserving 
and developing America’s game supply. 

The policy declared the sportsmen’s belief that farmers 
and landowners who foster the development of a game 
supply on their lands as a “secondary crop” are entitled to 
compensation from the sportsmen, and: itis expected that 
landowners in large numbers: will take advantage of this 
new form of “farm relief.” 
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10,000 Dozen (120,000) !!: ! 


ow 


Celebrated “HAMMER BRAND” Pocket Knives 
Standard as Highest Quality American goods for over 80 years! 


Latest and Most Popular Designs Will Be Sold at Unrestricted Public Sale 


TUESDAY, FEBRUARY 17th, at 1.30 P. M., Sharp 


At BISSELLS, 133 Greene St., New York 


Regular Early Spring Sale of 
Pocket Knives - - Made by * 
New York Knife Co., Walden, N. Y. 


E. BISSELL & COMPANY 


Wholesale Auctioneers 
133-135 Greene St. New York 


Samples on Exhibition After February 10th—Will Be Offered in Lots of 6-12-25 Dozen and Upwards 





Style N 


CAROLUS CUTTERS 


The Sty:e N is the regular Bolt Cutter with the added End 
Cut, and also the Nut Splitter, making a 3 in 1 Tool. You 
can also obtain Carolus Cutters in Style A, Straight Cut; also 
Style B, Straight and End Cut. Steel Plates hold Jaws rigid. 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 
Literature and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 











TOLEDO 


Folding Steel 


HORSE(; 


—a sure-fire seller to contrac- 
tors, road builders,carpenters, 
plumbers, plasterers, factories, 
public utilities. Strong, rigid, 
easily demonstrated. Write for 
folder and discounts. 


















The Toledo Pressed 
Steel Co., Toledo, O. 


a 


i. 






Growing disregard for prop- 
erty rights increases demand 
for Fence protection for hun- 
dreds of homes, neighborhood 
parks, playgrounds, miniature 
golf courses, factories, etc. 
Year-round business. Good 
margin. No investment in 
stock. Highly rated, success- 
ful pioneer company. Write 
TODAY for our interesting 
proposition. 


> Stewart Iron Works Co., Inc. 
7 Stewart Block Cincinnati, Ohio 


~ 
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SAMSON CORD. Res WORKS 


BOSTON, MASS. 


ate) 5 a OO). 0D, 


SAMSON SPOT, PHOENIX and SACHEM brands 
| 






re eRaatieteertackolserriilasilatesertastatlrtattie 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








BU RNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free 





LOERING PAS! 


SEY 


BURNLEY BATTERY -& MFG. CO. 
NORTH EAST, PENN. 














“¥) $s | eA 99 
», WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 
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Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
_ Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY RATES 
evccccvce ecesccccccccccs cOS.00 
RATES apply to “Business Opportunities,” “Sales Soe agg Pa eA “So: Sa pa lieage ie ‘“ 7. 

- Accounts Wanted” and “Sales Representa- etineicak 

Advertisements from unemployed tives Wanted” Advertisements. Discounts for Classified Advertising 
accepted free of charge; inserted 4 insertions, 10% off; 8 insertions, 15% off. 
in two consecutively weekly issues. Set Solid, Minimum of 5 lines...... $3.00 naerg a by oes a ee. a gpnags Bead 

Box number address ‘may be used. Each additional line............. -60 : Wanted Advertisements. 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
post paid. Each additional line............. -80 Forms close Nine Days previous to date of 
» *_ publication. 

Positions Wanted and Help Wanted adver- Average 10 words to a line Kaa - oe 7 
tisements at Special Rate of one cent a Allow One Line for Keyed Address HARDWARE. Aen. Claaihea pin aon Hg 
weet, ainheum Stty conte per Guesticn. Remittance Must Accompany Order 239 West 39th St., New York City 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwardirtg postage should not 
be addressed to box numbers 


























POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN with wide and valuable acquaintance among Hardware 
Jobbers, Distributors and Mill Supply dealers throughout Eastern, Southern 
and Central States, and with a practical knowledge of modern sales and 
merchandising methods backed by successful record of accomplishment, 
desires connection with manufacturer seeking distribution through same 
channels. Full particulars and information as to past record available 
together with credentials, etc., at first interview. Address Box J-98, care 
of Harpware AGe, New York City. 





SITUATION WANTED—Salesman, having covered the Hardware 
jobbing trade for past seven years in Eastern Pennsylvania, New Jersey, 

aryland, Delaware, Washington, C., and Virginia, desires hardware 
or housefurnishing lines. Excellent reference. Box 390, care of HARDWARE 
AcE, 1402 Widener Bldg., Philadelphia, Pa. 





sales position on large builders’ hardware line. 
16 years on territory in Illinois, Kentucky, 
and Tennessee. Use own car. Handling jobbers and large’ retailers. 
Salary and commission. Age 41. Would consider house position with 
large jobber or large retailer. Address Box J-75, care of Harpware AGE, 
New York City. 


WANTED—Travelin 
Employed but wish to change. 





SALESMAN desires to represent a manufacturer in eastern territory 
on salary and commission basis. Successful record as salesman and sales 
manager for hardware manufacturers. Has travelled over entire country 
and has wide acquaintance with hardware distributors and their problems. 
Age forty, single, good education. Address Box J-83, care HArpware AGE, 
New York City. 





ACCOUNTANT BOOKKEEPER—Hardware experience. Desire spare 
time bookkeeping in the State of Michigan, preferable Detroit. Capable of 
installing the National Retail Hardware Association system of accounting. 
Open a new set of books or complete a set. Render Balance Sheet and 
Income and Profit and Loss Statement. Write or call. mach, 
13585 Wisconsin Ave., Detroit. Fairmont 1631 M 





POSITION WANTED—Hardware man, age thirty-two with 10 years’ 
wholesale and retail experience, desires connection with manufacturer or 
jobber. Thoroughly experienced and capable in vrs | Pinan stgs Mery man- 
aging. Also familiar with up-to-date retail merchandising. ould con- 
sider managing retail hardware business in country town. Address R. F. 
Wittren, 419 No. 23rd Ave., West, Duluth, Minn. 





POSITION WANTED—Capahle. man, experienced in tools, buying and 
selling; also in eral hardware and mill supplies, desires connection with 
a good organization wholesale or retail. Middle aged, and well qualified for 
any branch of the hardware business. References the best. Address Box 
J-76, care of Harpware Ace, New York City. 





SALES ENGINEER, young man, 28 years, married, technical graduate, 
desires position as sales representative. Six years’ experience, well ac- 
quainted in Cleveland, Ohio, and surrounding territo with architects, 
engineers, contractors, manufacturers, individuals, etc. est of references. 
Address Box J-81, care of Harpware Acz, New York City. 





HARDWARE SALESMAN: Thirteen years wholesale and retail ex- 
ience in all its branches desires responsible position with promising 


uture. Address Box J-92, care of Harpware Ace, New York City. 





WANTED—Position in hardware house or on the road selling. Have had 


fifteen years experience selling hardware inside and two years selling’ 


cutlery in Virginia, West Virginia and North Carolina. Address P.O. 


Box 278, Hampton, Va. 





EXPERIENCED BUILDERS’ hardware man capable of managing de- 
partment, buying listing items from plans and calling on architects. Best 
¢ — furnished. Address Box J-93, care of HarpwarE AGE, New 

ork City. ; 





HARDWARE MAN wants position, best of references. New England 
preferred. Address Box J-91, care of Harpware Ace, New York City. 





BUILDERS HARDWARE SALESMAN, New York metropolitan dis- 
trict wishes to handle reputable manufacturer’s line of builders’ hardware 
on brokerage basis. Has exceptionally select clientele of architects and 
Yiliders in this territory. Address Box J-79, care of HARDWARE AGE, New 

or ity. 





POSITION WANTED—Builders’ Hardware Contract Man, many years’ 
experience all classes building construction, thoroughly acquainted with 
leading manufacturers lines, competent on Architects plans and _ specifica- 
tions. Address Box J-78, care of HarpwAreE AGE, New York City. 





WANTED—Connection with manufacturer of metal ware, tools, cutlery 
or kindred lines. Age thirty-six. Twenty years’ hardware experience. 
Prefer established territory west of Mississippi River. References. Cor- 
respondence invited. Address Box J-80, care of Harpware Acz, New York. 





YOUNG MAN, New York City, single, age 24, experienced hardware 
clerk. Has a high school and technical training. Locksmith and handy 
with tools and can drive a truck. Will furnish references. Address Box 
J-84, care of Harpware Acz, New York City. 





_ POSITION WANTED—Hardware man; twenty years’ experience, buy- 
ing, selling and as manager branch store. - 40 years, married, 
mixer, best of references. Central States preferred. Address Box J-82, 
care of Harpware AcE, New York City. 





SALES REPRESENTATIVES WANTED 








SALES REPRESENTATIVES WANTED 


Tool hardware or specialty men calling on the wholesale and retail hardware, 
electrical, paint or housefurnishing trade. Real salesmen or organizations 
wanted to introduce three new items never before offered and to carry the line 
of an old established Philadelphia manufacturer who is doing a national 
business with the most desirable jobbers. We manufacture Hedge Shears, Cold 
Chisels, Star Drills, Punches, Wood Handle Screw Drivers, Floor or Wood 
Scrapers, Fruit Juice Extractors and a new Thermostat Controlled Appliance 
Plug Cord Set. We would like to hear from experienced men who know the 
trade and who can launch an expansion program with the retail and Depart- 
ment stores. Tell us about yourself and the class of trade you cover. any 
sections of the country open. Commission contract and full credit for repeat 


business. 
VOSBIKIAN BROS. & CO., INC. 


180 “West Oxford Street Philadelphia, Pa. 














WANTED—SALESMEN. Nationally known manufacturer of Wrenches 
and hand tools is planning reducing to smaller territory the area now 
covered by manufacturers’ representatives. Desires salesmen covering one 
or two states and calling hardware jobbers and plumbing supply houses. 
Attractive line to sell and pays on commission basis. Give territory covered, 
lines carried, and references. Address Box J-95, care of HARDWARE AGE, 
New York City. 





MANUFACTURERS’ REPRESENTATIVE, calling on jobbing trade 
exclusively, taking in all jobbing centers from Denver west, desires a few 
high grade connections with hardware manufacturers. Address J-87, care 
of Harpware Ace, New York City. 





BUSINESS OPPORTUNITIES 


FOR SALE—Hardware Store in Northern New Jersey, to close an 
estate. Stock and fixtures $13,000. Address Box J-96, care of Harpware 
Ace, New York City. 
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CLASSIFIED OPPORTUNITIES 





HELP WANTED 


SALES ACCOUNTS WANTED 











General Credit Manager Wanted 
for Paint Manufacturing Concern 
doing a national business. Must be 
thoroughly experienced in paint 
and hardware line and also a good 
executive, capable of directing 
branch credit men and of handling 
complicated problems in credits and 
collections. Wonderful opportunity 
for the right man. State experience, 
age, present employer, reference, 
and salary expected. This is not an 
ordinary position and only high 
grade men need apply. Address 
Box J-90, HARDWARE AGE. 


WANTED— 


We specialize in buying for spot cash hardware stores of 
any size. All communications treated strictly confidential. 


ROCHESTER GENERAL STOCK BUYERS 
121 Powers Building, Rochester, N. Y. 


=) 


ths 











DIRECT MANUFACTURING ‘AGENCY 


A selling organization of forty years’ experience is in a 
position to take on an additional line going to jobbers, 
department stores, syndicate and chain stores. Central 
office New York City covering Eastern States. Address 
Box J-94, HARDWARE AGE. 














HARDWARE M’F’RS REPRESENTATIVE 


seeks additional line for New York. Hardware—House Furnishings. Six- 
teen years contaet jobbers—department stores. Wéill consider only substantial 
line with immediate market and repeat business. Territory New York to 
Washington, D. C. Commission basis. Medern office, centrally located. 


EDWARDS SALES FACTORS 
45 West 34th Street New York City 























SALESMAN with ten years experience selling to hardware jobbers, 


dealers, department stores, desires to represent manufacturer in Western 
Pennsylvania district. Best of references. Address Box J-97, care 
Harpware AcE, New York City. 


of 








DON'T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination ---- 
Visualize for your customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean lei- 
sure for a fuller social and cultural life. 


A good grade of builders’ hardware means freedom 


from repairs, permanency of investment and more in- 


viting surroundings. 


Paint and varnish carry with them a more sanitary, 
colorful and harmonious home ---- as well as an en- 


hancement of investment. 


Case studies, giving in detail the application of sound modern 
principles of merchandising, are given each week i in HARD- 


WARE AGE. A careful perusal of each i issue is an education 


in salesmanship . 
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Snow and Ice 
Do Not Injure 
Columbian 


Waterproofed Rope 


NOW — thaw — freeze, time after 
time, and the life of the ordinary, 
old-fashioned rope is gone. 


To combat this demolishing action of 
the elements, several years ago Colum- 
bian designed its waterproofed rope. 
Many improvements have been made 
since its introduction and when you ex- 
amine a length of new Columbian 
Rope, you are looking at the farthest 
advanced rope that science and skill can 
produce. 


It is so thoroughly waterproofed by 







the Columbian method that it is sealed 
against the elements and the germs of 
decay. In summer’s torrents or win- 
ter’s blizzards Columbian remains flex- 
ible. It is also rotproof. These features 
alone make Columbian all that could be 
desired of a rope, but these features, 
together with the famous Guarantee, 
give to Columbian a rope value that is 
incomparable. 

If you do not handle Columbian 
Tape-Marked Pure Manila Rope, let 
us give you the name of our nearest 
Jobber. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches :— New York Chicago 


COLUMBIAN 


Boston New Orleans 


Philadelphia 


snROPE 
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INDEX TO ADVERTISERS 























THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


No allowance. will be made for errors or failure to insert. 


Every care 


will be taken to index correctly. 





Alliance Mfg. Co. 
Allith-Prouty Co. 
Almo Trading & Imp. Co........ 
American Chain Co............- 
American Fork & Hoe Co....... 
American Gas Machine Co 
American National Co........... 
American 
American 
American 
American 
American 
American 





Screw 
Sheet e Tin Plate Co.. 
Stainless Steel Co..... 


American Swiss File & Tool Co.. 
= Telephone & Telegraph 

RAN votes a0 exis Sa 
American Window Glass. Co. 
Anker-Holth Mfg. Co., Inc 
Anti-Borax — 
Mrtate MER. Obs cccccvccecs. 
Armstrong Bros. * Tool Co 
Armstrong 





Babcock Co., 
Bakelite Corp. 
Baker, Geo., & Sons 
Ballonoff Metal Products Co..... 
Barlow & Seelig Mfg. Co........ 
Barney & - Nad eee 





Berns Ge., Ine.;Otto. .......c06 
Bethlehem Steel Co............. 
Birtman Electric Co........ : 
Bissel Carpet Sweeper Co... 


| med BS ss bbe s.acee scot ecic 

Ae «eae 
Blachetene i ins e8is bass 0.08 
Bommer Spring Hinge Co........ 
te OR ee ae 
Boston Varnish Co.............- 


Boston Woven Hose & Rubber Co. 
8 





Brainerd Mfg. Co ° 
Brammer Washing Mach. Co..... 
Bridgeport Chain & Mfg. Co..... 
Bridgeport Hardware Mfg: Co.... 
Bridgeport Screw Co............ 
Brinkman Engineering Co....... 
Brown & Sharpe Mfg. Co........ 
CO Sra 
OS KK ae eee 
Buffalo Wire Works Co., nine 
Bunker-Clancey Mfg. Co......... 
Burgess Battery Co............. 
Burley & Winter Pottery Co..... 
Burnley Battery & Mfg. Co...... 
Ms: Os. Was Aloe taes ao tbivces 


Cc 

California Fruit Growers Exchange 
Campbell Machine Co........... 
Carborundum Co. ... ° 
Carolus Mfg. Co... . 
Chain Products Co.............. 
Chamberlain Co. 
oe rrr rere 
Chicago Roller Skate Co......... 
Chicago Spring Hinge Co........ 
Clark Bros. Bolt Co............ 
oS SE res eee 
RS eer 
Cleveland Quarries Co.. Sa aiare 
Cleveland en Spring Gee. oo 
Clover Co 





Coleman Lamp & Stove Co....... 
Columbian Rope Co............. 
Conestoga Corp. 
Congoleum-Nairn, Inc. 


Continental Steel Corp.......... 
Cook Company, H. C............ 
Cooper Thermometer Co.......... 
ee ES I eee 
Corbin Cabinet Lock Co......... 
Corbin Screw Co: 


Crown Cork & Seal Co.......... 
Cyclone Fence Co............... 


OBoasccy os siceisccee 


OO. ccccees 


Daisy Mfg. 
Damascus 


De Laval Separator Weis +44 mete 
Delta Electric Co.. 
Deming Co. 


“Its 
uw 


b1S118Sltt 


oe 
o 


Lists 








DentGR OO. cc cisccacscesccvics 

Detroit Metal Specialty Co...... oo 
Devoe & Raynolds Co........... 
Dexter Co. ..cccccccccccccreece _ 
Diamond Calk Horseshoe Co..... 
Dietz Co., R. 
Disston & Sons, Inc., Henry..... - 
Dixon Crucible Co., Joseph...... 
Domes of Silence, Inc........... 
Drybak Corp. 
Duluth Show Case Co........... — 
Dux Dishmop Co........... ~~ 


Eagle Lock C0......cccccccceee 
ENO THERE OOo o.oo ence ces es 
Zastern Tool & Mfg. Co......... 
Eclipse Machine Co...........-. 2 
Edison Lamp Works............. -- 
tdlund Co. 
Egry Register Co........ Ea siete « 
Elastic Tip Co, 
Electric Cutlery Co. wa 
Electric Soldering Iron Co. 

Enders Razor Co. 
Enterprise Mfg. Co.............. 
pO a a err eee ere 
Evansville Tool Works.......... _ 
Eversharp Shear Co........... oe 
Everedy Co. 






F 
F. & N. Lawn Mower Co........ 
Farrand, Inc., Hiram A......... 
Fate-Root-Heath Co. 
Faultless Caster Co...........-+- 
— Enameling & Stamping 
Fischer, J. 
Flexible Sisal, a ne 
Follansbee Bros. Co............. 
Rs SE > aera 
Fox, A. H. 
Frantz Mfg. Co. 
French Battery Co. 
Freydberg Bros. 


ae 

Gendron Wheel Co..........-++. 
General Mfg. Co. 
General Wheelbarrow Co........ 
Getz Power Washer Co.......... 
Geuder, Paeschke & Frey Co..... 
Gilbert & Bennett Mfg. Co...... 
Globe American Corp 
Gold Medal Folding Furniture Co. 
tood Housekeeping 
Goodell-Pratt Co. 
nee nage B. F. 
Goshen Churn & Ladder Co...... 
Green Co., The 
Greenlee Tool Corp. ............ 
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Hankscraft Co. 
Hanlon & Goodman Co.......... 
Hanover Wire Cloth Co......... 
Harder Refrigerator Corp. . 

Harrington-Richardson Arms" 
Heiss Hotel —T ee 
Heller & Co., W. 
Henckels, Ine., J. 
Hercules Powder Co........ 

Hibbard, Spencer, Bartlett & Co. 
Hoeft & Co. 
Hoppe, Inc., Frank ie btw 9 was ele 
Hubbard & — 
Hurd, E. 
Hurley 


Co.. 





I 
Imperial Bit & Snap Co......... 
Independent Lock Co 
Indiana Steel & Wire Co........ 
Ingersoll Steel & Disc Co....... 14 
~— Waterbury Watch Co., 
Yatornationdl Harvester 
America 

Irwin. Auger Bit Co... ....ccccee 
Ives Co., H. B 

Iwan Bros. 





J 
Jennings Mfg. Co., Russell 
Johnson & Johnson.............- -- 
Johnson Arms & Cycle Works, 
BOGE: neces vascccwsccccccees _ 


K 

Kansas City Chamber of Commerce 
Keenex Razor Sharpener Co..... 
Kees, F. D., . Co 
Kelly Axe & Tool Works of the 

American Fork & Hoe © 
Kenton Hardware Co............ 
Kester Solder Co. .........-.+> a 
Kewaskum Aluminum Co... .... 
Keystone Steel & Wire Co....... 
Kimball Bros. Co............ 
Kingston Products Corp......... 
Klein & Sons, M 
Kraeuter & Co. 





L 


Lamson & Sessions Co........-- 
Landers, Frary & Clark......... 
Laub Products 
Lauson Corp. 
Leipzig Trading Fair............ 
Leyse Aluminum Co............. 
Libbey-Owens-Ford Glass Co..... 
Lionel 
Lufkin Rule Co 
Luther Grinder & Tool Co....... 
M 
McCarthy Mfg. Co...........-.-- 


McKinney Mfg. Co..........-.+. y 


Madison Hotel, The 
Malleable Iron Fittings Co....... 
Mansfield Tire & Rubber Co..... 
Marshalltown Trowel Co......... 
Martin-Senour Co. 
Martin Varnish Co.............. 
Marvel Rack Mfg. Co., Ine 
Maydole Hammer Co., David. 
Meadows Mfg. Co 

Meisselbach Mfg. Co., A. F...... 
Metal Sponge Sales Corp........ 
Mid-State Steel & Wire Co...... 
a et eer 
Milwaukee Brush Mfg. Co.... 
Milwaukee Stamping Co...... 
Monarch Mfg. Co., The.......... 
Montague Rod & Reel Co........ 
Moore Push-Pin Co............. 
Morse Twist Drill & Machine Co. 
Murphy Sons Co., Robert 
Murphy Varnish Oso okiust csc 
Myers & Brother Co., F. B...... 


N 

National Automobile Chamber of 

Commerce Inc. 
National Carbon Co............. 
National Lead Co 
National Enameling & Stamping 

QO Ds cheese Ce srcvsecccscves 
National Housefurnishing Mfrs. 

DE cece cccccecccccs 
National Mfg. Co. 
National Show Card Writer...... 
National Sign Stencil Co........ 
Neely Nut & Bolt Co 
Nestor Johnson Mfg. Co......... 
New Haven Clock Co........... 
New Jersey Zinc Co...........+. 


State Retail 

Association, Inc. 
New York Wire Cloth Co 
Nicholson File Co. 
Nileo Lamp Works, Inc 
Noma Electric Corp............. 
North Wayne Tool Co........... 
Northwestern Barb Wire Co..... 
ROR SMO Oe is ccc vaccenee 
Norwich Wire Works 


Hardware 





Oo 
Old Colony Distributing Co...... 
Oliver Brothers 
Oliver Iron & Steel Corp........ 
Ona Gare SOOO soo. hh ocinccces 
Ontario Knife MDE ae! 6:4: 5: 606.0138 6s 
Se. ae 
Outing Mfg. Co. 
Ox Fibre Brush Co............. 

P 


Lubrication 


Pacifie Engineering 
Co. 


Page Steel & Wire Co.......... 
Paine Co. 
Patent Novelty 
Peck, Stow ri Wilcox Co........ 
Pecora Paint Co............00:- 
Peerless Handcuff Co............ 
Pelouze Mfg. Co 
Pennsylvania Woven Wire Co.... 
Pennsylvania and Atlantic Sea- 
board Hardware Association, Inc. 
Pennsylvania Lawn Mower Wks.. 
Perfection Stove Co., Inc........ 
Peters Cartridge Co............. 
Pharis Tire & Rubber Co....... 
Phenix Mfg. Co. 
Bie a Lawn 


Pittsburgh Plate Glass Co. (Paint 
Division) 
Pittsburgh Steel Co............. 
Plumb, Inc., Fayette R.......... 
Plymouth Rubber Co............ 
Popular Science Monthly........ 
Porter, H. K. 
Prentiss Vise Co. 
Progressive Mfg. Co............ 
Pyrene Mfg. Co. 


Reed & Prince Mfg. Co......... 
Remington Arms Co., Inc....... 
Remington Cash Register Co., Inc. 
Reo Motor Car Co..........+++- 





Reynolds Wire Co. 
Rich Pump & Ladder C 
Richards-Wilcox Mfg. Co 
Richardson Ball Bearing Skate Co. 
Rixson Co., 
Robertson, 
Robinson, 
Robinson, M. W. 
Rose, Frank, Mfg. 
Rose & Bros., W 
Rotax Company, 
Rubberset Co. 


Rugg Mfg. Co. 
Russell, Burdsall & Ward Bolt & 


Nut Co. 
Russell & Erwin.........++-0--- 


Sacks, Inc., 
Sallee Bros. 
Samson Cordage Works........-- 
Sargent & Co. 
Savage Arms Corp.......++-+-+++: 
Schalk Chemical Co..........+-- 
Schatz Mfg. Co. beus 
Schrade Cutlery Co. . res 
Schwinn, Arnold & Co. Selaenewee 
Segal Lock & Hardware Co. 

Seth Gales Corp... ..ccccaccccee 
Shapleigh Hardware Co......... 
Sheffield Bronze Powder & Sten- 

cil Co. 
Shelby Spring Hinge Co.......-- 





Showcarder, Inc. 
Signal Electric Co. 
Silver Lake Co.......ccevees cea’ 
Simmons Hardware Co........-- 
Simonds Saw & Steel Co........ 
Simonds Worden-White Co....... 
Simonsen Iron Works........-.. 
Skillman Hardware Mfg. Co..... 
Slaymaker Lock Co...........-- 
Smith, Inc., Landon P.......... 
Smith, 
Solderall Corp. 

Springfield Arms 





Standard Gas Equip. Co........ 
Stanley Works 
Starrett, L. 8. 
Stevens Arms Co., 
Stewart Iron Works...........-- 
Stromm -Miy. Co. 2.2 ccccc ce ccc. 
Superior Electric Products Corp. . 
Swan Co., JameS........cseecee 
Sylvania Products Co..........-. 


Thermwold Products Co........- 
Thompson & Son Co., Henry G... 
Tilley Ladder Co., John S. 

Toledo Metal Wheel RM ceo ewe ne 
Toledo Pressed Steel Co......... 
Toledo Wheelbarrow Co..........- 
Tremont Nail Co. 
Trimont Mfg. Co. 
Trow & Holden 
Tubular Rivet & Stud Co........ 
Tucker Duck & Rubber Co....... 
Turner Brass Works.........--- 
Turner & Seymour Mfg. Co...... 


U 
Union Fork & Hoe Co.........++. 
Union Hardware Co...........--- 
Union Steel Products Co......... 
United Fibre Co 
United Screw & Bolt Co......... 
U. 8S. Cartridge Co. 
Wy Bi. Bea C6. on nes paces 

V 
Vaughan Novelty Co..........+- 
Vichek Tool Co 
Vollrath Co, 
Voss Bros. 





w 
Wagner Electric Cerp........... 
Wall, P., Mfg. & Supply Co..... 
Walworth Co. ...cccccccccceces 
Warren Mfg. Co., ee 
Washburn, E. G., 
Western Cartridge °s WAG: eaters oars 
Westinghouse Electric & Mfg. Co 
Whiting-Adams Co. 
Wickwire Brothers 
Wickwire Spencer Steel Corp.... 
Williams Radiator Co........... 
Wilson-Imperial Co. 
Winchester Repeating Arms Co. 
1 


Wiss & Sons Co., 
Witt Cornice Co 
Wood Shovel & Tool Co......... 
Woeseter Bsmt Oo, 22 osc ceccess 
Worthington Co., 
Wright Steel & Wire Co., # 
Wrought Washer Co............. 


Yy 
Yale & Towne Mfg. Co.......... 





Ruby Chemical Co..........++-- - 


Sherman Mfg. Co., H. B........ : 


Seymour, & Son, Inc..... - 


MIOGEEO ssc o08 6 - 





Standard Electric Stove Co...... -- 


Standard Tool Co.........-.-055 -- 
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All your customers 


can use 


Moore Push-Pins 


Glass Heads, Steel Points, 2 Sizes 


To Pin Up 


Photographs, posters, pen- 
nants, maps, charts, draw- 
ings, drapering, curtains, 
ete., and 


To Fasten Up 


Small pictures, calendars 
and many light weight ar- 
ticles without marring wall 
paper or plaster. 


Replace it 
with .. A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 


pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 


Small Style “G” As- 
sortment of 48 10c 
window front packets 
always attracts atten- 
tion and makes sales. 
Order one or more 
from your jebber. 


MOORE PUSH-PIN COMPANY 
Philadelphia, Pa. 


Also manufacturers of Moore Pushless 
Hangers, to hang up. framed pictures 


What are your requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, Ia. 





Wayne Junction 
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Beanaeau yo 
GEBZEZans 


Nose for 
~ Profits 


The Wolves of Lenox, ‘at- 

tractively packaged in plaid, 

are one certain means of 

steadily inereasing hack saw 

business from your customers 
and prospects. 


VEER EE BAe 


Lovely Enameled Thumb Tacks 
SELL ON SIGHT 


Home lovers can: now secure our beautiful 
tacks in all colors that harmonize with interior 
furnishings and decorations. 

Size 7/16” diameter. Made in 12 colors. 36 
Tacks on a block. Retail at 10c per block, 
$14.40 per gross. Cost Dealers $9.00 per gross 
of blocks. 

Packed 12 blocks in a box—12 boxes in a 
carton. 


We Also Manufacture Upholstery Nails, Thumb Tacks, 
Celluloid Covered Tacks, Fancy Nails, Etc. 


If Your Jobber Cannot Supply You— 
Write Us Direct. 


R. E. MILLER, Inc. 
35 Pearl Street New York City © 


Pat them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw bla 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


38M S92 h & 
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 Nodell- || 


[Chainstore @ 





will sell miles of Chain 





for You...... 





ERE’S an 

H aggressive 

chain salesman that’s a 
true volume producer. 


The Hodell Chainstore is com- 

pact. It occupies only 24 square 

feet of floor space and yet stocks a 
complete line of chain. It is attractively 
finished and engages the immediate 
attention of your customers when they 


enter your store. 


You can double and triple your chain sales with 

a Hodell Chainstore and stock and display your chain 

stock more conveniently, too. Furnished with four 
different asssortments of Hodell Quality Chain to suit your 
own particular requirements. Mail the coupon at once. 


TS SHAM) PROVVETS £9 


COOPER AVE. AND PENNA. R. R. . CLEVELAND, OHIO 
Established 1886 





THE CHAIN PRODUCTS CO. 
Cooper Ave. and Penna. R. R. Name ___ 
Cleveland, Ohio 
A sales booster like the Hodell Address 
Chainstore interests me. Send 
me complete information. City 

















HARDWARE AGE for JANUARY I5, 1931 
































TRADE MARK 











